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spell extra convenience, 
protection and sales 


for-your product 


The easier, safer application of your product 
afforded by WIRZ Applicator Tubes—can appreci- 
ably increase its appeal. In some instances, these 
specially designed WIRZ tubes and tips have proved 
to be keys to new markets. Why not discuss this 
phase of your packaging problem with us? Take 
advantage of WIRZ engineering and experience. 

It involves no obligation. Just call our nearest 


representative, or write us direct. 


LOS ANGELES 48, CALIF. 
435 S. La Cienega Blvd. 


HAVANA, CUBA 
Roberto Ortiz & Son 





ae coche mem Uae nniice cl eee:s 
Jmporters and Suppliers of Basic Materials 
for Perfume and Perfume Specialties 


| 


- 


ema a 


e Exclusive U. S. Representatives for CHARABOT et CIE 161 Sixth Ave, New York 13, NW. Y. 


NATURAL FLORAL PRODUCTS, RESINAROMES AND ESSENTIAL OILS PTV eti Mey lad Plant and Laboratories: Totowa, W. J 





i ee ee | . i ee ee) . ae ae) ARGELES © ATLANTA 





MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of 
Industries was instituted, the industrial 
and agricultural development of My- 
sore has gone steadily ahead. Plans to 
develop Mysore’s vast resources will con- 
tinue a record of progress that has earned for My- 


sore its proud title of “The model state of India.” 


One of the most famous of Mysore’s many prod- 
ucts is Sandalwood—Santalum Album 
(Linné). Obtained from selected My- 


sore heartwood, Genuine 


Mysore 
Sandalwood Oil, distilled at our 
Linden, N. J., plant, is the chosen standard 


of purest quality by all leading Perfumers. 


“T* Ofpefte Effence Piftilttrs’” 


W. J. BUSH & CO. 


INCORPORATED 
Essential Oils * Aromatic Chemicals * Natural Floral Products 
WE HAVE MOVED TO OUR NEW OFFICES AT 


19 WEST 44th STREET, NEW YORK 18, N. Y. 


LINDEN, N.J. * 
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American Distilled Oils 


lyn Factory 


OILS 


CLOVE BALSAM PERU OPOPONAX 
NUTMEG CELERY PIMENTO 
ORRIS LIQUID, Conc. GERANIOL OLIBANUM 
STYRAX CITRONELLOL SANDALWOOD 
CASCARILLA PATCHOULY 


also LINALOOL + CITRAL * EUGENOL * RHODINOL 


RESIN LIQUIDS 


OLIBANUM STYRAX 
LABDANUM BALSAM PERU 
OPOPONAX BALSAM TOLU 
ORRIS BENZOIN TONKA 


Essential Oils @ Aromatic Chemicals @ Perfume Materials e Colg 


OFFERING ROSE ABSOLUTE 
66 Years of continuous quality service— 
suppliers and manufacturers of — 
Essential Oils + Aromatic Materials + Flavg 
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Your Product will be in good company at the 
Private Brand Division of Avon Products, Inc. 


The good companions will be those well-estab- 
lished brands of fine cosmetics and toiletries that 
are forging ahead, steadily building regular repeat 
sales . . . quality products whose manufacture is 
confidently entrusted to the skilled care of an ex- 
perienced staff of workers under the direction of 
cosmetic technicians of renowned ability. Avon’s 
executive staff includes specialists in every branch 
of cosmetic and toiletries production. 





Avon’s laboratories have had more than 60 years 
of experience in the manufacture of quality cos- 
metics and toiletries . . . experience for which there 
is no quick substitute. And it is that experienced 
treatment that keeps a quality product in the best 
company at the point of sale. 

If your plans call for increased volume, why not 
at least explore the possibility of improving your 
quality! 


30 Rockefeller Plaza, New York 20, New York 


STRATEGICALLY LOCATED PLANTS & LABORATORIES 
Suffern, New York e¢ Pasadena, California « Montreal, Canada 
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Perfect Sun-Screening & Perfuming agents 


SUNAROMES 
AGAINST Just mix’Sunaromes with the base you prefer . . . water-gum, 
THESE 
Sun-BURNING water-alcohol, or even water alone. You can also use a 
RAYS! 


cream base, mineral oil, fatty oil, etc. It’s the Sunaromes 
Y 


















that make them effective sun screens . . . and scent them so 
attractively. The protection is positive . . . and there is no 


problem of skin irritation. 


WRITE TODAY FOR COMPLETE DATA, 
FORMULAS & SAMPLES WITHOUT OBLIGATION 


@ SUNAROMES completely screen out harmful rays of the sun between 
2900-3100 angstrom units. 


@ SUNAROMES permit sufficient of the actinic rays to reach the skin 
for a beautiful and healthful tan. 


@ SUNAROMES combine a perfect and tested sun-screen and a wide 
choice of perfumes, soluble in all media, for easy and simple 
manufacture. 


® SUNAROMES are economical to use. 


@ SUNAROMES are non-irritating to the skin and stable in the finished 
preparation. 
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FOR Superior QuaLity 
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’ FOR Unneatehod CLARITY 
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4(\ FOR Consistent UNIFORMITY 





8 out oF 10 suv... 
EXCHANGE OIL of LEMON 


When any product sells four times as well as all of its competition combined, 
that’s a sure sign of quality. No product can hold such a dominant sales position 
year in and year out unless it fulfills all of the exacting requirements of thousands 
of quality-conscious buyers. Exchange Oil of Lemon does just that... with a con- 
sistency and regularity that have made it the standard in its field. So little Lemon 
Oil goes so far, why risk buying anything but the best? 

Always specify it by the brand name when you order— 


Distributed in the United States wha 
exclusively by | rma Ne | MR te CALIFORNIA FRUIT GROWERS 
DODGE & OLCOTT, INC. EXCHANGE 
180 Varick Street, New York 14, N. Y. ee = tt PRODUCTS DEPARTMENT 


ONTARIO, CALIFORNIA 
FRITZSCHE BROTHERS, INC. 


Producing Plant: 
76 Ninth Avenue, New York 11, N.Y. Exchange Lemon Products Co. 


Corona, California 





406 December, 1951 


The American Perfumer 


TTT i LT ° 
SS ee 











V. MANE oe 


AROMATIC ese ih 


Bar-sur-Loup, near Grasse, France 


Floral and Essential Oils, Aromatics 
for Soap Perfumery and Cosmetics 


Our 
Lavender Distillerie 
at Barreme 


Lavande Barreme altitude 50% & 
Lavande Floralpina 42% 
Sauge Sclarée 











The magic, purse-sized perfume flacon still making sales 
history is now joined by a new Richford Creation, also 


destined for fame. 


YY Wy YY 
yy YY < 


*TRADE Mark 


PAT. PENDING 
The one perfect purse container for Lotions, Cream 


Sachets, Liquid Soaps, and Deodorants, etc. 


TOUCH-N-FLO will not leak, yet the contents flow easily 
with a gentle touch to the skin. Unbreakable plas- 
tic bottle and sure-acting dispenser handsomely 


covered with a snug gold metal cap. Contents 10 cc. 


Write for Samples and Prices. 


THE RICHFORD CORPORATION 
251 FOURTH AVENUE NEW YORK 10, N. Y. 
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D ISTILLED from the wisdom of long 
experience is one significant truth...the 
importance of exacting attention to small 
details. And the more we apply this in 
a practical way to all phases of our 
company’s operation, the more convin- 


ced we are that no great service can 


be continuously rendered without it. 


CREATORS eof MADE-TO-ORDER FRAGRANCES 
for PERFUMES, TOILETRIES and COSMETICS 
* 


ODORANTS and DEODORANTS for INDUSTRIAL and TECHNICAL USE 
& 


SUPPLIERS of AROMATIC CHEMICALS, BASIC 


PERFUME and FLAVOR RAW MATERIALS 
« 


FRITZSCHE © & ee 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 


BRANCH OFFICES and *STOCKS: Atlanta, Georgia, Boston, Massachusetts, *Chicago, Illinois, Cincinnati, 
Obie, Cleveland, Obio, “Los Angeles, California, Philadelphia, Pennsylvania, San Francisco, 
“St. Louis, Missouri, *Toronto, Canada and *Mexico, D. F. EACTORY: Clifton, N. }. 











GOOD PLANNING IN 1952.... 


Al RE YOU planning new perfumed products for the 
coming months? If so, we believe it will pay you to con- 
sider the advantages of using our facilities, either in 
contributing to the development of appropriate scents or 
in supplying the fine, uniform, quality-controlled raw 


materials needed for your products’ manufacture. 


If you will permit us a part in the creation of your new 
odors, we have this to offer: The services of a large and 
capable staff of perfume specialists, each skilled by long 
experience, much of which derives from active participa- 
tion in the great volume of perfume problems success- 
fully handled by our laboratories throughout the year. 
With all work closely supervised by top specialists in 
their field, your individual problem will receive the per- 
sonal attention of not one expert, but the studied colla- 


boration of many in working out a proper solution. 


If your need is but the supply of basic ingredients, we 
offer you the advantages of materials rigidly controlled 
—in most instances from crop to customer. By maintain- 
ing the closest possible contact with the world’s best 
sources of supply, we are able to acquire these materials 
when crops are best, yields are highest and prices most 
favorable. A continuing system of quality control in our 
own laboratories provides a final certification to each 
customer that our products are the finest that money can 
buy—materials that cost him no more, but that assure 


him finished products of which he can well be proud. 


We hope you will consider our facilities as a part of your 
plans for adding successful new items to your line of 
perfumes, toiletries and cosmetics during the coming 
months of 1952. 


FRITZSCHE BROTHERS, Inc. 





EFFICACY PLUS.... 


Add to the science of pharmaceutical research and development the fine art of flavor 
evaluation and you add a powerful plus to your product's potential worth. . . . the 
plus of palatability. Not infrequently, in the course of new product development, the 
pharmaceutical manufacturer finds himself faced with a problem of flavor coverage or 
improvement which, unless satisfactorily solved, might seriously impede his product's 
success. It is in such instances that the use of our facilities and 80-year experience in this 


specialized field can render an important service in making your product acceptable: 
to-taste right from the start. 
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PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, at 


BRANCH OFFICES snd *STOCKS: Atlanta, Georgia, Boston, Massachusetts, *Chicago, Ulinois, Cincinnati, 
Obic, Cleveland, Obio, *Los Angeles, California, Philadelphia, Pennsylvania, San Francisco, California, 
*$:. Lomis, Missouri, *Toronto, Canada and * Mea.co, D. F FACTORY: Clifton, N. | 
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In two versions: 


No. 122 
No. 123 





(Oe meen Gar eee 


15 East 30th Street, New York 16 


CHICAGO + DALLAS + MEMPHIS + PITTSBURGH + LOS ANGELES 








But to achieve the ultimate, intangible 
effect, that drop of perfume must contain the creative genius and the scientific perfection 
of the master perfumer and the purity of 


dependable materials. 





For creative assistance and the finest in 
perfume materials, van Ameringen-Haebler, Inc. 


stands able and ready to serve you. 


521 WEST 57TH STREET, NEW YORK 19, N. Y. 








; anufacturers who 
, demand the very 
finest in natural raw 
materials for their 
Perfumery, Soaps and 
Cosmetics, induire 
first at P. Robertet 


PRODUCTS AVAILABLE 


FROM P. ROBERTET INCLUDE: 





FIXATIVES BUTAFLORS RESINOIDS 
Costol Mousse de Chene Castoreum 
Olibanol Oranger Flower Galbanum 
Peruviol Rose de Mai Labdanum 
Tolurone Violet Leaves Styrax 


P. Robertet Ine., 125 East 23rd Street * New York 10, N. Y. | 


THE NEW YORK OFFICE OF P. ROBERTET & CIE. © GRASSE, FRANCE 
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perfume oval 


pack to attract in 






Walsall, 


‘Shion SNOW 


Parade your product before women buyers in the height 


of fashion... packed to attract in stylish, crystal clear 
Maryland Glass. A wide variety of classic designs in a 
complete range of sizes are constantly in stock, ready 
for immediate shipment. Or, we'll create 4 distinctive 
design for your exclusive use. Just drop us a line giving 
the nature of your product and the sizes you pack. We'll 
send samples and prices. Naturally, there's no obligation. 


MARYLAND GLASS CORPORATION 
BALTIMORE 30, MARYLAND 


Teel Mog 


TEL ile, 


chesapeake oval 





MARYLAND GLASS 











Al Flow i in Fragrance 


BOUQUET C-1 SYNFLEUR 
Pounds $35.00 Trial Ounces $2.40 


New fashions in clothing—new architectural mod- 
ernistic designs—new ideas generally are impera- 
tive in every field of industry, particularly in the 
perfume line. Our Bouquet C-]1 has been created 
with these thoughts in mind. To demand attention, 
the toilet goods manufacturer must keep abreast of 
the times or he will be left by the wayside. Synfleur 
has at all times offered the finest type of goods for 
the money, giving excellent service and, above all, 
has kept pace with their customers. We have always 
seen that the quality of product is invariably uni- 
form and satisfactory. We know these requisites are 
equally demanding upon the toilet goods manu- 
facturer and we are sure through his relations with 
Synfleur he will be able to fulfill all his consumer 
demands. Synfleur, offering the highest quality that 
science, coupled with the most scrupulous care can 
produce, is always at your service. We are sure 
that a trial of Bouquet C-1 will prove these state- 
ments. 





SynllearScientitic Laboratories Ine MeonticelloNY. 


U.S. PAT. OFF. 


FOUNDED 1889 BY ALOIS VON ISAKOVICS 


ATLANTA - DETROIT - NEW YORK - LOS ANGELES - SAN FRANCISCO - MEXICO, D. F. 
HAVANA e MELBOURNE e BURMA e HONG KONG e BOGOTA e SAN JOSE 
CIUDAD TRUJILLO e GUAYAQUIL e GUATEMALA CITY e CALCUTTA e WELLINGTON 
MANAGUA e PANAMA e ASUNCION e MANILA e SAN SALVADOR e MONTEVIDEO 
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Sheffield—first to put toothpaste in 
tubes, in 1892—has served packag- 
ers for over half a century in pro- 
ducing billions of tubes for— 


MEDICINAL ointments—salves— 
jellies—extracts. DRUG AND 
COSMETIC pastes—creams—shav- 
ing preparations—deodorants—de- 
pilatories. 


INDUSTRIAL AND HOUSE- 
HOLD cement—adhesives—com- 
pounds—greases—paints—fillers— 
food pastes, syrups, and creams. 


All types of tin, tin-coated, alumi- 
num, lead, and Sheffalloy tubes. Free 
samples and catalog. Remember, 
packaging in Sheffield Tubes gives 
your product a container that is... 
Sturdy © Safe * Sanitary * Smart 
* Convenient. 





"i 
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Have You A Product That’s Better Packaged In Tubes? 


You definitely do—if you make or sell products of 
soft or creamy consistency. Virtu- 
ally all except an _ insignificant 
minority of such products are now 
successfully packaged in Sheffield 
Process collapsible tubes. 

You definitely do—if bulk and weight are now 
critical cost factors in your ware- 
housing and shipping—if break- 
age is high in handling and ship- 
ping. 

You definitely do—if you want a complete packag- 
ing service. Tube filling . . . tube 
cartoning . . . complete package 
shipment direct to your markets 
from our branch offices—at Shef- 
field, these additional services are 
yours at minimum expense. 

For value all the way, specify Sheffield Tubes. It 

pays to use the best. 


THE SHEFFIELD TUBE CORPORATION 


HOME OFFICES - 


oo ee 


EXPORT 


OO FIFTH AVE. N.Y. CABLE 


NEW LONDON, CONN. 


tae) so?) 


eS ae a LOS ANGELES 38 a 7024 MELROSE AV 


DENTIFRICE NEW YORK 
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esiderata 


by MAISON G. pENAVARRE, F.A.LC. 


Medal Award 


The Society of Cosmetic Chem- 
ists has chosen me to be its fourth 
medalist. In making this announce- 
ment, I do so only in a spirit of 
humility and deep appreciation of 
the honor it bestows on the re- 
cipient. The medal is awarded for 
some outstanding piece of research 
or for achievement over a period of 
years. 

At this writing, I have not been 
told why I have been chosen, but I 
want to take this opportunity to 
acknowledge my debt to all who 
have contributed over my twenty 
years of activity in this industry, 
which parallels the length of time 
I have been writing for The Ameri- 
can Perfumer. 

Your criticism is always gratefully 
received, for it is this that keeps me 
“on the ball.” Of course, it is nice 
to get letters of a complimentary 
nature, but any honest writer will 
have to admit that the ones that are 
the most valuable are the truly 
critical ones. Not “gripes” or just 
letters of “sour apples,” but honest- 
to-goodness constructive criticism. 

So, to all of you, my readers, my 
co-workers in the industry and on 
The American Perfumer, and to my 
associates at Beauty Counselors, 
Inc., and Cosmetic Laboratories, 
Inc., I give you my deepest and sin- 
cerest thanks. 


Delaney Committee Hearings 


This industry has little to fear 
from the forthcoming hearings of 
the Delaney committee, some of 
which have already been heard on 
the Pacific coast. It is unfortunate 
that during these hearings many 
people, as witnesses, will suffer the 
contusion that all witnesses suffer 
under interrogation regardless of 
their professional attainments. I 
like to feel that some of the loose 
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statements made in the hearings 
held on “Chemicals and Food Prod- 
ucts,” were made under these cir- 
cumstances. Because some of the 
people who have made comments 
regarding one particular ghost in 
cosmetic practice, namely hormone 
creams, have done so on very little 
knowledge of the true facts in the 
case in my opinion. 

One witness in particular took 
quite a few liberties, to my way of 
thinking. Reference was made to 
some work by Dr. Carl Moore, and, 
unless I got my information wrong, 
the witness was a little muddled on 
his facts. You will remember that 
this was the famous A.M.A. liability 
case involving a well-known estro- 
gen-containing cosmetic cream. 

Of course, witnesses may give 
their personal opinions, but they 
should be careful about their state- 
ments if they are not backed up by 
scientific facts. If of a sensational 
nature, quotes will be picked up by 
the press to the detriment of the in- 
dustry and the witness. 

The investigations to be made by 
representative Delaney will cer- 
tainly bring out from hiding any 
of the industry’s errors, if such there 
be. 

It is to be hoped that the con- 
gressman will not cloud his think- 
ing by general statements on aller- 
gies or sensitivity to cosmetics. We 
all know that these things exist, but 
they are just as prevalent, and 
maybe more so, in the case of clo- 
thing, foods, and drugs. Many 
people cannot wear woolens. Some 
cannot wear clothing colored with 
certain dyes. Others cannot wear 
cotton, rayon or nylon; some cannot 
eat strawberries, melon, cucumbers, 
tomatoes, or eggs. While still others 
are unable to take penicillin or the 
sulfa drugs. These are all allergic 
responses but does that mean that 
a manufacturer or prescriber of 
these will be sued or liable for suit 





VM. G. deNavarre at work in his laboratory 


in the case of sensitivity to the 
products? 

Cosmetic manufacturers are very 
conscious of their responsibilities, 
hence they are far more careful in 
their use of sensitizing materials 
than is the average person. 

Therefore, if sensitivity to a cos- 
metic is going to be the basis for 
forcing legislation on the industry, 
it should also apply to clothing, 
foods, and drugs. For allergy is not 
peculiar to cosmetics only; it is with 
us in all of our daily lives. It is im- 
possible, in the light of our current 
knowledge, to produce anything 
non-allergenic. 


Collapsible Tubes 


A well-known British supplier of 
tubes has just issued a very inter- 
esting bulletin on the general sub- 
ject of collapsible tubes, lacquered 
and unlacquered, made of alumi- 
num, tin, lead and tinned lead. 

Included in the brochure is a 
gadget for testing the effectiveness 
of tin coating of lead tubes. 

The whole thing will be found to 


be very useful to all users. 
Shampoo Seizures 


There has been much excite- 
ment in the trade regarding two re- 
cent and separate seizures of sham- 
poos by the F.D.A., somewhat be- 
cause of lack of knowledge on the 
cause of the seizures. 

It appears that the shampoos in 
question are solutions of cationic 
germicides in a non-ionic vehicle. 
When the combination was indis- 
tilled in the eyes of rabbits, corneal 
opacity was readily produced. The 
F.D.A. likened a similar reaction in 
humans. 

At this writing it is this depart- 
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Founded in the glamorous 
period preceding the French 
Revolution, the House of Antoine 
Chiris has, since 1768, stood for 
high quality standards in the 
Essential Oil and Aromatic 


tries. 


Its exclusive occupation since ils 
inception is producing of 
Essential Oils, Floral Absolutes 
and Aromatic Specialties—from 
materials garnered the wide world 
over, many grown on Chiris’ own 
plantations. 


THE INTEGRITY OF CHIRIS 
PRODUCTS HAS WITHSTOOD 
THE TEST OF TIME. 


ANT®? I'N E 


119 WEST 57th STREET, NEW YORK 
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ment’s understanding that four dif- 
ferent shampoos in two separate 
sets of seizures are involved. 

One of the offending substances 
is the non-ionic carrier. Chemi- 
cally it is based on a nonyl phenol 
reacted with ethylene oxide and 
the same type being sold on the 
market by several companies. The 
material is chemically classified as 
an alkyl aryl poly ether alcohol. 

Between action by the F.D.A. 
and talk by the industry one thing 
appears certain: namely, that the 
synthetic detergent type shampoo 
should all be tested by a method 
acceptable to the F.D.A. and to this 
end the following two procedures 
are suggested: 

1. “Methods for the Study of Ir- 

ritation and Toxicity of Sub- 


stances Applied Topically to 

the Skin and Mucous Mem- 

branes,” by Draize, Woodard 
and Calvery. Journal of Phar- 
macology & Experimental 

Therapeutics, Volume 82, No. 

t, December 1944. 

2. “Discussion of Certain Aspects 
of Pharmacological Tests on 
Cosmetics,’ Draize and AI- 
varez. Proceedings of the Sci- 
entific Section of the Toilet 
Goods Association, November 
12, 1949. 

At least one private laboratory is 
performing these tests and proba- 
bly by now others are also —. 
ing to make them. Accordingly, to 
be certain, the only course is to 
have a test made on your finished 
product. 


Questions and Answers 


913: Stoddard Solvent 


Q. In the August issue of The 
American Perfumer on page 99, 
under the heading of Questions 
and Answers, Stoddard Solvent was 
mentioned as being used in water- 
less hand cleaners. My question is: 
what is Stoddard Solvent and what 
is the address of its manufacturer? 
Could you give me a formula for 
liquefying ha ind cleaner employing 
inorganic and organic solvents? 
W. F., Ohio 


A. Stoddard Solvent is a petroleum 
solvent supplied by any of the well 
known petroleum companies in 
your area. It amounts to a hydro- 
carbon dry cleaner. In regard to 
your hand cleaner we do not know 
any inorganic solvents that you can 
use other than water. Tell us more 
specifically what you have in mind 
so that we can give you a more suit- 
able recommendation. 


914: Pigment Precipitation 

Q. We have been experiencing 
trouble with precipitation of pig- 
ment which tends to cling to the 
bottom of the bottle and requires 
a terrific amount of shaking to free 
it. We have tried variations of the 
emulsion and the pigment, but 
cannot obtain a creamy, stable, well 
suspended product. It always sep- 
arates on shelf testing. Fila 


A. All we can tell you is that you 
should try some of the well-known 
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suspending agents such as gum 
tragacanth for example, or benton- 
ite which is used to suspend cal- 
amine lotion. Anywhere from 4 to 
5 per cent of the suspending agent 
might be required, depending upon 
the one used and the nature of 
your suspension. 


915: Dissolving Benzocaine 
Q. We would greatly appreciate 
your advice in the proper manu- 
facture of our suntan cream. The 
trouble exists with the incor- 
poration of the benzocaine. We 
added it to the wax-oil mixture at 
68 degrees C and seemingly it be- 
came dispersed in it. However, a 
few minutes later the benzocaine 
hardened into particles of grit. 
After adding the water, the emul- 
sion was stable but the grit made 
it useless. In a second batch, we 
added the benzocaine to the fin- 
ished emulsion, mixed it in well 
and there was no grit. Apparently 
it changes structure above a certain 
temperature. Since we would like 
to avoid the necessity of time-con- 
suming milling, and since we wish 
to fill the cream warm into 14 02. 
white jars for our customer, we 
would appreciate very much your 
kind assistance in formulating a 
proper procedure for the manu- 
facture of the cream. 

R. R. C., Conn. 


A. We do not know of any way 
that you can overcome crystalliza- 
tion in your product because ben- 


zocaine is so poorly soluble in min- 
eral oil. It will crystalize out of the 
oil phase on cooling because it is 
more soluble warm than cold. As 
a result benzocaine is not used as 
such in sunscreens for, if it were 
used, a solvent for it would have 
to be found. If you are making an 
antiseptic ointment the only way 
you can prevent ¢ rystallization is to 
grind the material cold. 


916: After Shaving Lotion 


Q. I would like to manufacture, for 
barber shop use, an antiseptic after 
shaving lotion containing the fol- 
lowing: Alcohol, 43% by vol.; Gum 
Camphor, Boric Acid, Eugenol, 
Benzoic Acid, Oil of Peppermint, 
Oil of Cloves, Oil of Eucalyptus, 
Water. I would greatly appreciate 
your advising me the amount of 
each of the ingredients listed above 
to use, so that the product will be 
most effective and satisfactory. 

C. N. C., Florida 


A. You have apparently copied the 
qualitative composition of an after 
shaving lotion from the label of a 
product already on the market. We 
suggest that you start with the cur- 
rent antiseptic solution of the NF 
VIII. You can find one of these in 
any drug store or your public li- 
brary. You can replace the methyl 
salicylate with clove oil and euge nol 
but you will have to increase your 
alcoholic strength to at least 43% 


917: Hair Rinse Ingredients 


Q. It appears that the hexameta- 
phosphate rinse is superior to the 
more commonly known lemon 
rinse. If so, may I please have two 
formulas for hair-rinses using so- 
dium hexametaphosphate and so- 
dium pyrophosphate, camomile (for 
fair hair), henna (for dark hair), 
water, dye, perfume. Is the use of 
dyes indicated? If so, which are to 
be preferred? 


T. E. R., Washington 


A. You cannot use sodium hexa- 
metaphosphate interchangeably 
with the pyrophosphate because 
the latter is quite alkaline and the 
first is fairly acid. You can buy pre- 
fabricated color blends for the vari- 
ous shades you want from a sup- 
plier whose name goes under 
separate cover. Chamomile oil be- 
lieved to tint blond hair is not 
generally accepted as a coloring 
ingredient at all. Henna is effective 
only in a acid media. Acid aniline 
colors are generally used in hair 
rinses. 
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Now that Bergamot natural is out of 
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A very effective imitation 
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eral characteristics close to 
those of the natural. 
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Labor and Middle Class Market 


Income of middle class families up considerably. . . . What cosmetics 


are used by wives and daughters of wage earners. .. . Eager for new 


items in lower price brackets. 


Shampoo largest item used. 


ALBERT WOODRUFF GRAY 


OCIAL contacts are a powerful stimulus to the 

sale of cosmetics. The enduring egotism that leads 

every woman to seek attention and admiration, 
finds its tools, in part at least, in the cosmetics and per- 
fumes of her dressing table. 

Fifty four percent of the families of the country are 
wage earners. Sixty seven percent attend the movies at 
least once a month, 30 percent once a week. Such ac- 
tivities, visits with friends, evening parties, club meet- 
ings, even the trips to the butcher shops and grocery 
stores, all impel the woman to “fix herself up” with 
cosmetics, to be like those she meets. 

The average woman in Missouri in 1947 spent an- 
nually $11.65 on toilet articles. Here 9.3 percent of the 
population are industrial employees. The proportion 
of industrial workers in Illinois is 15.24 percent of the 
state’s population. The average expenditure for toilet 
articles is $12.48 a year. On the other hand 3.79 per- 
cent of the people in Arkansas are industrial workers 
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and the cosmetic expenditure a year in that state is 
$4.03, approximately a third of the amount spent in 
I}linois and Missouri. The relation of wage earning and 
cosmetic buying is inescapable. 


Use of Cosmetics by Wives and Daughters 


A recent survey made by the Macfadden Publica- 
tions disclosed that the wives of all wage earners be- 
tween the ages of 18 and 24 are users of cosmetics, of 
those between 25 and 44 years 99 percent are users 
and among the women of 45 years and older the pro- 
portion of users is 95 percent. 

Among the daughters in these families the largest 
proportion who use cosmetics, 80 percent, are the nine- 
teen year olds, followed by 62 percent of those twenty 
years of age, while the fewest users are 25 percent of 
those who are thirteen years and younger. 

Among wage earning families, 86 percent of the mar- 
ried women and 93 percent of their daughters use 
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Women factory workers take just pride in their appearance. 


shampoo regularly while 12 percent of these mothers 
and 6 percent of the daughters use it occasionally. 

Cold cream is regularly used by 63 percent of the 
married women among wage earners and by 36 per- 
cent of their daughters with occasional use by 34 per- 
cent of the older women and 26 of those younger and 
unmarried. . 

Lipstick is used regularly by 87 percent of the mar- 
ried women and 72 percent of the daughters in addi- 
tion to its occasional use by 11 percent of the mothers 
and 14 percent of the younger generation. 


Price Schedule 


The price schedule followed by the women of this 
wage earning group shows the largest portion of these 
consumers consider in the majority of instances, paying 
from 50 cents to a dollar for each item. However in 
the purchase of mascara, toilet soaps, hair coloring and 
nail enamel, this planned price is 25 cents or less; for 
deodorants and hair remover between 25 and 50 cents 
and from $1.00 to $2.00 for cake makeup and toilet 
water, and $2.00 or more for perfume. 

These women have a persistent preference for the 
brand of cosmetics they have found satisfactory. Only 
7 percent of those interviewed said they intended to 
buy a different brand of cold cream “next time,” 4 per- 
cent a different toilet soap, 12 percent another brand 
of toilet soap and 10 percent intended to shift their 
choice of lipstick. 

An average of 11 percent in their purchase of toilet 
water and perfume were intending to purchase some 
other brand, while a change in brand choice was of 
even smaller proportions in the selection of other types 
of cosmetics. 

This selection of brands among this class of cosmet- 
ics rests by no means entirely on the choice of the 
mothers. Fifty five percent of these daughters exercise 
their own preference in the selection of lipstick and 
cake makeup; 50 percent of hair coloring and _ per- 
fume; 38 percent of talcum; 37 percent of face powder; 
$2 percent of makeup base and 30 percent in their 
choice of rouge. 
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Beauty Parlor Patronage 

Beauty parlors are patronized by 73 percent of the 
women of this middle and wage earning class, 42 per- 
cent of the number paying between $7.50 and $10.00 
in each instance; 19 percent are accustomed to pay 
between $10.00 and $15.00, 34 percent between $4.00 
and $7.50, while 2 percent pay $15.00 or more. 

The largest proportion of users, 75 percent, are the 
women over the age of 45, of those between 25 and 40 
years of age, 74 percent are customers of beauty shops 
and of those between 18 and 24, this proportion is 60 
percent. Fifty nine percent have one permanent a year, 
35 percent have 2 and 3 percent have 3 or more each 
year. 

The attitude of the women in this labor and middle 
class group of cosmetic users to innovations or new 
types of toilet accessories is an important factor in dis- 





While dining workers pause to notice well groomed associates. 


tribution. Of the women interviewed in relation to 
their attitude toward new types of cosmetics, 42 per- 
cent said they had recently tried one new item while 18 
percent acknowledged using two or more products 
with which they had been unfamiliar in the past. 

The largest proportion, 48 percent, of those inter- 
ested in untried cosmetics, were the women between 
the ages of 30 and 44 years, who admitted trying re- 
cently one new product and 22 percent of this same 
age group who had tried more than one unfamiliar 
item. 


Sales Resistant Factor 

Here there is a sales resistance factor that should be 
overcome by cosmetic distributors, namely, the latent 
prejudice in this market to specific types of toilet ar- 
ticles. Approximately three of every ten women in this 
wage earning group are prejudiced against the use of 
anti-perspirants, depilatories and hair tints and dyes. 
Two potential users out of every ten are afraid of the 
effect from removing unwanted hair and seven out of 
every ten hold this same fear toward the use of hair 
dye. 

A substantial portion of these women have the be- 
lief that the use of depilatories increases and coarsens 
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any objectionable growth of hair, that skin irritation 
may be the consequence of using this character of cos- 
metics or that the use will inflict a permanent injury. 

The underlying cause for this sales resistance to anti- 
perspirants is essentially the same as it is in the use of 
depilatories, that they are dangerous to health and that 
perspiration is a normal bodily process that should not 
be checked. 

An analysis made of these objections showed 33 per- 
cent hesitating in their use of anti-perspirants since 
they believed perspiration normal and were doubtful 
of the consequences. A small number quoted medical 
advice against the use and 47 percent were convinced 
that any effort to stop perspiration was harmful, 13 
percent insisting that so doing would be the cause of 
an irritated skin or infection. 

Similar objections are made to the use of hair dyes 
and tints. In the use of dyes, 34 percent of the cosmetic 
users in this group consider that the changing of the 
color of their hair is cheap and artificial. Another third 
are fearful lest so doing will make their hair dry and 
brittle. 

The objections to the use of hair tint is not so gen- 
eral, 37 percent refusing to use tints because a change 
of the shade of their hair color is distasteful, 26 percent 
because of a prejudice to the use of cosmetics of this 
type and 10 percent from a fear of infection and physi- 
cal consequences. 


Income of Middle Class Families 


Today the actual cash income of the labor and mid- 
dle class families who are wage earners, over and above 
so much of this income that may be termed the “irre- 


es 


ducible minimum,” the amount necessary to meet the 
unyielding demand for food and shelter, is fully as 
great as it has ever been in the past. 

In 1947 this discretionary spending income of the 
industrial wage earners of the country was 121 percent 
greater than the corresponding income of this group 
in 1939 and during the first nine months of 1948, 135 
percent greater than during that period. Further the 
income of the industrial wage earners today is between 
30 and 35 percent greater than the average income of 
the non-agricultural families throughout the country. 


Compensation Plans 


ANUFACTURERS' salesmen’s compensation plans 

are an important factor in the development of 
sales volume through the wholesaler. The wholesaler 
must of need be concerned with the manufacturer’s 
plan of compensation for his own salesmen. We con- 
tinue to hear reports that manufacturer's salesmen try 
to divert retailer’s turnover orders from one whole- 
saler to another for the reason that their sales credit is 
based on their sales through one wholesaler instead of 
the wholesaler of the retailer’s choice. A compensa- 
tion plan that permits this type of condition is ob- 
viously undesirable. In the first place, the salesmen’s 
time is wasted in trying to divert the order, and in 
the second place, the retailer himself may be antag- 
onized, and thirdly, the wholesaler involved may lose 
interest in the manufacturer’s line. The setting up of a 
proper compensation plan is a most difficult problem 
which all recognize; however, the importance of the 
problem makes it warrant continuing study in order 
to avoid difficulties.—N. W. D. A. Newsletter. 
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The vast middle class market is the backbone of all successful cosmetic sales promotion work particularly in the popular priced brackets. 
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Fair Trade Survival 


F fair trade is to survive—and that is a moot ques- 

tion—it will take unity and some of the most astute 
legal minds in the country to do it. 

Phis was apparent from talks and panel discussions 
at the 12th annual meeting (and first since the Sch- 
wegmann decision) of the American Fair Trade Coun- 
cil in New York, November 7. 

Speaker after speaker told the group that only 
legislative action, in the form of a congressional amend- 
ment, will keep the minimum resale price structure in 
existence. 

“Legislative reversal of the Schwegmann decision 
would probably constitute the only completely satis- 
factory solution from the standpoint of the fair trad- 
ers,” according to Herbert A. Bergson, former U. S. 
Assistant Attorney General. 

Mr. Bergson, who was formerly in charge of the 
anti-trust division of the Department of Justice, 
thought, as did many attending the meeting, that 
such legislative action would not be easily achieved, if 
at all. 

“The opposition of the Department of Justice and 
the Federal Trade Commission may be anticipated, 
and these agencies of the government may be expected 
to maintain that the primary objective of fair trade is 
no longer the protection of the branded trade name, 
but rather that fair trade is simply an instrument for 
price maintenance and stabilization,” he said. 

The McGuire bill, which proposes an amendment 
to the Federal Trade Commission Act exempting non- 
signer provisions in state fair trade acts from attack, 
will be given “detailed consideration” when it is re- 
ferred to the FTC, according to Daniel Murphy, chief 
of the anti-deceptive practices bureau. He read the 
talk of FTC chairman James M. Mead, who was un- 
able to attend.—Advertising Age. 


Task of Advertising 


OST of us are familiar with advertising as applied 

to the selling process. That is its most conspicu- 
ous and probably most productive use. But even here, 
advertising’s real purpose is to lubricate the work of the 
firing line salesman, not to displace him. 

Advertising serves the salesman just as a machine 
tool or conveyor line serves the workman in the plant. 
Advertising saves a salesman’s time, his most valuable 
and expensive asset. It takes part of the load off his 
back, and moves him more quickly toward a sale. Ad- 
vertising mechanizes his operation. It cuts the cost of 
manufacturing an order, just as labor-saving machinery 
cuts the cost of manufacturing a product.—W. K. 
Beard Jr. 


Indecision 


NDECISION is debilitating; it feeds upon itself; it 
is, one might almost say, habit forming. Not only 
that, but it is contagious; it transmits itself to others; it 
flows from the top executive to his lieutenants until, 
in aggravated cases, hands everywhere become tied 
and business stagnates. . . . Business is dependent upon 
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action. It cannot go forward by hesitation. Those in 
executive positions must fortify themselves with facts 
and accept responsibility for decisions based upon 
them. Often greater risk is involved in postponement 
than in making a wrong decision.—H. A. Hopf. 


Successful Sales Letters 


UNDREDS of volumes have been written on the 

subject of successful sales letters. Hundreds of 
thousands of sales executives and salesmen have hope- 
fully scanned the pages of these volumes in an attempt 
to find some rule or formula which would make them 
experts. 

But they failed. 

There is no rule, no magic formula, which will make 
you a writer of successful sales letters. Even when you 
tear apart a successful sales letter (successful because 
it sold you) and try to put it back together again for 
your own use, the odds are that you will fail. 

Successful sales letters are not written that way. Nor 
are they necessarily written by college graduates, tech- 
nical experts, or general sales managers of million 
dollar corporations. Successful sales letters are written 
by men who know the products they are trying to 
sell; who know the people they are trying to sell them 
to; and who, above all, like to write letters that sell. 

If you will study the letters which have sold you, 
you will find they are surprisingly simple, direct, con- 
cise, and sincere. They contain no doubtful words 
which send you groping in the dictionary. They con- 
tain no catchy phrases designed to galvanize you into 
attention, interest, desire, and action. They do not 
seek to impress you with the writer’s importance. No! 
They tell you what you want to know, the way you 
want to know it. That is all. 

If there were one rule (of course, there couldn’t be) 
for the writing of successful sales letters, it would be 
as simple, direct, concise, and sincere as... well, as a 
successful sales letter. For example: “Know what you 
want to say. Say it. Quit.”—Phoenix Flame. 


6 —— 


aRAAN 


0 





“I've never appeared before a more appreciative audience!" 
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The Perfuming of Aerosols 


Properties of fluorinated hydrocarbon compounds as propellents and 


their use in perfuming space deodorants and colognes, foam products, 


body deodorants, antiperspirants, insecticides and_ specialty items. 


RAOUL PANTALEONI* 


HIS is a report of observations on the perfuming 
of a number or aerosols. An appreciable amount 
of work has been done in the last four years with 
regard to the perfuming of the following products: 
Space Deodorants and Colognes 
Foam Products 
Body Deodorants and Antiperspirants 
Specialty Items 
Insecticides and Industrial Products 
A definition should be given at the outset of an aero- 
sol. The term aerosol today includes all those products 
which depend on the power of a liquefied compressed 
gas to dispense them from their container. Aerosol 
products have been winning an increasing amount of 
consumer demand for many applications. The use of 
aerosols received a great impetus during the second 
world war in the form of high pressure “bug bombs.” 
With the advent of low pressure propellents and eco- 


® Fine Chemicals Division, E. Il. duPont de Nemours & Co. Paper Pre- 
sented before American Society of Perfumers. 


1 Freon is a registered trade mark of E. I. duPont de Nemours & Co. (Inc. ) 
for its fluorinated hydrocarbon compounds. Propellent I refers to Freon—11; 
propellent II to Freon—12; and propellent III to Freon—114. 

Allied Chemical & Dye Corp. offers propellents known as Genetrons. 
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nomical packaging, their use has multiplied in many 
fields such as industrial products, cosmetic preparations, 
space deodorants and many specialties. 


Space Deodorants and Colognes 


We consider space deodorants and colognes in the 
same classification because their perfuming aspects have 
many points in common. Some space deodorants are 
simply an odor dissolved in a propellent containing 
glycols and/or chemically reactive neutralizing agents. 
Similarly, some colognes are simply perfume oils in pro- 
pellents. Obviously the perfume oils in both cases must 
be compatible with the propellents to achieve a useful 
product. 

The properties of fluorinated hydrocarbon propel- 
lents are of particular importance for these applications. 
Their odor recalls in type the odor of chlorinated hydro- 
carbons. However, their odor is definitely weak or of 
low intensity. Propellent I* has a slightly greater odor 
intensity than either propellent II or propellent III. 
We find that extremely low concentration of deodorants 
are required to deodorize these propellents. By ex- 
tremely low concentration we mean in the range of 


Pressure test tubes used in solubility 
tests. There are substantial differences 
in the solvent properties of various 
propellents. 
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0.001-0.01°%. In general, the propellent may be con 
sidered from a perfumer’s viewpoint to be virtually 
odorless when examined as a gas; which is the form in 
which it generally occurs when used after spraying. 

There are substantial differences in the solvent prop- 
erties of these propellents. We have tested 13 perfume 
oils normally used in alcoholic tinctures individually in 
propellent I, propellent II and propellent IIT. Eight out 
of 13 oils were soluble in propellent I. One was soluble 
in propellent II. None was soluble in propellent III. 

These same perfume oils were tested at 5°% concentra- 
tion in a 50-50 mixture of propellent I and propellent 
II. Three were completely soluble in the mixed propel- 
lents, namely Narcissus, Apple Blossom and Carnation, 
whereas only one of these had been soluble in propel- 
lent I. 

Four other oils which were soluble in propellent I 
but insoluble in propellent II were fairly soluble in the 
propellent II-I solution. Obviously it is possible to in- 
crease the solvent properties of propellent II by mixing 
it with propellent I. 

However, a propellent II-I solution is not particularly 
recommended for use with cosmetics and we have cor- 
roberated this in our laboratory by observing that some 
perfume oils packed in aluminum tubes with propellent 
II-I have gone off-color after 4-5 months. It should be 
noted that the aluminum tubes had a valve with brass 
fitting which showed gradual pitting after a few months. 

By judicious selection of ingredients it is possible to 
make perfume oils which are quite soluble even in pro- 
pellent II fluorinated hydrocarbon. For example, we 
have made a cologne which is soluble at a 20° con- 
centration in propellent II and a cedar which is soluble 
at a concentration of 33°% in propellent II at room tem- 





A therough job of spraying animals is easily accomplished 


426 December, 1951 





The convenience of this method of dispensing shampoos is evident 


perature. We have made several perfume oils which are 
soluble at 1°% in propellent II. 

The propellent solution which is recommended for 
cosmetic products is a 40-pound solution of propellents 
II-III. As can be inferred from the data already pre- 
sented, propellent II-III has a very limited solubility for 
many perfume oils. For example, taking the same 13 
perfume oils which we tested in the other propellent 
products we find that at 2% concentration, the carna- 
tion, which was soluble in propellent II-I solution is 
fairly soluble in propellent II-III, and a heavy floral 
which was only fairly soluble in propellent II-I solution 
was also fairly soluble in propellent II-III. 

These two oils are the only two out of the 13 which 
have fair solubility in propellent IL-IIT. 

Because of the limited solvent power of propellents 
II-I11 for perfume oils, it was felt that the best method 
for bracketing the data was to test individual ingredi- 
ents, relatively simple mixtures and more complex per- 
fume compounds. The individual ingredients tested 
included both straight chemicals and essential oils at 
0.5% concentration at room temperature. 

Some of the oils with satisfactory solubility are listed 
below. They include some oils which give slightly opal- 
escent solutions and remain substantially dispersed. 


Hexyl Cinnamic Aldehyde Heliotropine 
Hydroxycitronellal “Astrotone” BR Synthetic 
Eugenol Musk 

Cinnamic Alcohol Vanillin at .25% 
Terpineol Aldehyde C-12 MNA at 
Linalyl Acetate 0.05% 

Amyl Salicylate Oil of Orange cold pressed 
Terpinyl Acetate Alpine Violet 
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Perfume ingredients of high odor value 
must be selected in formulating a per- 
fume oil for foam products such as for 
shampoos. 


Musk Ambrette 
Oil of Lavandin 
Musk Ketone 


Methyl Acetophenone 
Citronellol 
Oil of Sandalwood 


Some of the products which were insoluble were: 


Cinnamic Aldehyde Vetivert 

Anisic Aldehyde Oakmoss Resin or Absolute 

Geraniol Patchouly 

Coumarin Methyl Ionone 

Oil of Lavender Benzoin Resinoid 

Ylang Ylang Propylene Glycol 

Benzyl Acetate Isoeugenol 

Oil of Lemon Oil of Orange Distilled 

Oil of Bergamot Dipropylene Glycol 
Iriethylene Glycol 


It is of course possible to use mutual solvents to in- 
crease the solubility of perfume oils fluorinated 
hydrocarbon propellents. One solvent which is occa- 
sionally recommended is n-heptane. We have seen an 
occasional sample of n-heptane which was essentially 
odorless. However, the commercially available product 
has too much odor. 

Occasionally, perfume grade ethyl alcohol can be used 
to solubilize perfume oils in propellent II-III. However, 
care must be used because we have observed that when 
alcohol is used to solubilize certain oils and the pressure 
is released, some of the liquefied propellent evaporates 
within the closed tube in order to arrive at the equi- 
librium pressure and some perfume oils have a tendency 
to go out of solution even if originally soluble. 

We have samples of colognes packed in propellent II- 
III fluorinated hydrocarbons and ethyl! alcohol in alu- 
minum tubes with nylon valve, brass stem and heat 
treated polythene standpipe which have performed 
satisfactorily over the course of one year. However, gen- 
erally caution must be exercised when the use of alcohol 
is contemplated in aluminum tubes. 

It shoud be noted that a very substantial quantity of 
ethyl alcohol is required to dissolve even 1 or 2% of 
perfume oil. 
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Glycols have been mentioned as mutual soivents for 
similar systems, however we do not find that they are 
particularly useful. Most of the short chain length gly- 
cols are insoluble in propellent II-III. It is only when we 
reach glycols of considerable chain length such as 2- 
ethyl-hexane-diol, that we find even more than a slight 
solubility in propellent II-III. Glycols such as propylene 
glycol and dipropylene glycol are insoluble in propellent 
II-III at as low a concentration as 0.5%. 

In general higher molecular weight esters are quite 
soluble in this system and can be used as mutual sol- 
vents. In conclusion, much experimentation is required 
to develop a perfume oil which is satisfactorily soluble 


and compatible in propellent II-III. 


Formulating a Perfume Oil for Cologne Aerosols 


In formulating a perfume oil for a cologne aerosol, 
it is well to avoid even small proportions of perfume in- 
gredients with high vapor pressure. Similarly, it is well 
to use ingredients which show a close gradation in vapor 
pressures, thereby avoiding detectable odor differences 
between top notes and dry notes of bouquets. 

A well formulated aerosol cologne has a very much 
greater odor effect than might be assumed because of the 
small particle size of the individual droplets. For the 
same reason, an aerosol cologne requires a perfume oil 
with low vapor pressure. A well formulated cologne 
odor will also remain essentially true to type. In other 
words, a classical citrus cologne type will smell like that 
as an aerosol. 


Foam Products 


Our technical laboratory has developed many formu- 
lations for aerosol foam products. Three of the more 
intriguing types are shave-cream, rug and upholstery 
shampoo and hair shampoo formulations. All three 
of these are based on either of two fatty alcohol sul- 
phates. We will discuss three aspects of perfuming 


* Avitex or Duponol. 
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these preparations namely; solubility of perfume oil, 
formulation of odor and corrosion. 

In developing a perfume for aerosol foam products, 
it is not necessary to formulate the perfume oil within 
the rigid limitations of perfume oils for colognes or 
space deodorants. Obviously, a slight tendency of a per- 
fume oil to sediment in the propellent, will not cause 
any difficulty in foam products because of the emulsi- 
fication properties of the surface active agent. It is, 
however, imperative to avoid highly insoluble perfume 
ingredients such as gums, resins, concretes and viscous 
ingredients like oakmoss, because the regular emulsions 
for such foam products separate quickly into a lower 
layer of propellent and an upper layer of aqueous phase. 
Highly insoluble perfume ingredients deposit onto the 
sides of the containers. 

Perfume ingredients of 
selected in formulating a perfume oil for foam products. 
This is required because the odor of the unperfumed 
cosmetic is also very much increased when sprayed as a 
foam aerosol, and therefore requires definite odor mask- 
ing. We find that the perfume ingredients which show 
high odor value in masking the fatty alcohol sulfates 
when packaged in the usual manner also show high 
odor value as aerosol perfumes. Some of the ingredients 
which are in our top classification are: Alpine Violet, 
Hexyl Cinnamic Aldehyde, Citronellol, Methyl Aceto- 
phene, Oil Sweet Orange, Oil of Lavender, Isoeugenol 
and several others. 

It is possible to formulate perfume oils which will 
give a well perfumed odor effect in aerosol foam prod- 
ucts at as low a concentration as 0.1%; although it is 
sometimes necessary to go as high as 0.3% on the weight 
of the cosmetic ingredients. These low concentrations 
are once again indications that the odor of the propel- 
lent does not present a masking problem. 

On the question of the corrosion properties of the 
perfume oil for foam products, we find that this is an 
insignificant factor when compared to the corrosion 
properties of the other ingredients. 


high odor value must be 


Body Deodorants and Antiperspirants 

We have done onlv a limited amount of work in 
perfuming these products. The formulation of the 
actual cosmetic with the proper propellent is still the 
subject of much experimentation. In addition to the 
usual problem of solubility, corrosion, malodor of in- 
gredients. there is the problem of color formation in 
the solution due to the effect of low pH and chemical 
combination of active ingredients with the perfume 
components. 


Specialty Items 

Many specialty aerosols are either in the development 
stage or in commercial production. We are referring to 
items such as antistatic sprays, hair lacquer, window 
and glass cleaners and athlete’s foot remedies. These 
have not presented any special perfuming problems 
over those discussed. 


Insecticides and Industrial Products 

The nerfuming of these products does not present 
problems of the same magnitude as those discussed 
under colognes and foam products above because solu- 
bility is not a factor for insecticides since they generally 
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contain excellent mutual solvents as part of the insecti- 
cide formulation. Some care must be used in develop- 
ing odors for industrial coating sprays because these 
have been generally formulated very carefully to insure 
good dispersion and reasonable stability in the pack- 
age. Propellent II is often used and it, of course, has 
better solvent properties than propellent II-III flu- 
orinated hydrocarbons. 


Depreciation 


IKE death and taxes depreciation is inevitable 

but unlike those two unpleasant fates it is less un 
derstood. In the next few years depreciation will be 
the center of a fight between industry and Govern- 
ment over liberalized tax treatment. Even now de- 
preciation is causing a quiet but significant revolt on 
the accounting front. Reason is simple: yesterday's fac- 
tory cannot be replaced for the same amount of money 
today. 

While it is only a single line in the financial state- 
ments of most corporations, depreciation is a very im- 
portant item. It reflects whether management is con- 
servative or happy-go-lucky; over the long term it 
could determine if a concern will have new plants 
and machinery to replace the equipment used to 
garner this year’s earnings. And for most companies 
depreciation is a big item: last year Consolidated Edi- 
son set aside $34,435,000 for depreciation or 98% of 
net profits, while Pennsylvania Railroad cached $44,- 
075,000 or 314 times the year’s profits. Thus any change 
in depreciation practices could have a drastic effect on 
profits. 

Inadequate depreciation will eventually cause in- 
dustry to postpone replacements as long as possible. 
The effect will be to reduce the volume of capital 
construction and also to lower the productivity of in- 
dustry. We are convinced that over the next ten 
years the cost of material and labor will be higher 
than today. This makes necessary a new appraisal of 
replacement cost and of the amount which the Govern- 
ment allows us to charge as depreciation.—Ernest 
Wier. 


Cost-Of-Living Dollar 


ewe purchasing power of the cost-of-living dollar, 
generally worth about 54¢ during pre-war days, now 
ranges from 43¢ to $1.01, reports the family economics 
bureau of Northwestern National Life Insurance. The 
1951 dollar will purchase only 43¢ worth of food as 
retail prices have risen 135% since 1940 while farmers’ 
prices have skyrocketed 194%. At the other extremity 
of the index, gas and electricity cost 1% less than they 
did before, making the present dollar equivalent to 
$1.01. 


Hard work well and willingly done is what this 
country was built on (and what the careers of most 
successful men were made of). And the growing obses- 
sion for freedom from work only adds to the evils of 
excessive leisure, including deterioration and—discon- 
tent, and costly and questionable pastimes and waste- 
ful ways.—R. L. Evans. 


The American Perfumer 





Cosmetic Trade Practice Rules 


Effective February 1, 1952 


. These rules for the cosmetic and toilet 


preparations industry were promulgated by the Federal Trade 


Commission. 


HESE rules promulgated by 
the Federal Trade Commis- 
sion are designed to foster 

and promote the maintenance of 
fair competitive conditions in the 
interest of protecting industry, 
trade, and the public. It is to this 
end, and to the exclusion of any 
act or practice which suppresses 
competition, restrains trade, fixes 
or controls price through combi- 
nation or agreement, or oe 
otherwise injures, destroys, or pre- 
vents competition, that the gos 
are to be applied. 


GROUP I 


The unfair trade practices em- 
braced in the Group I rules herein 
are considered to be unfair meth- 
ods of competition, unfair or 
deceptive acts or practices, or other 
illegal practices, prohibited under 
laws administered by the Federal 
Trade Commission; and appropri- 
ate proceedings in the public 
interest will be taken by the Com- 
mission to prevent the use, by any 
person, partnership, corporation, 
or other organization subject to its 
jurisdiction, of such unlawful 
practices in commerce. 


Rule 1—Prohibited Discrimination. 


I. Prohibited 
Prices, or Rebates, Refunds, Dis- 
counts, Credits, Etc., Which Effect 
Unlawful Price Discrimination. It 
is an unfair trade practice for any 
member of the industry engaged in 
commerce,' in the course of such 
commerce, to grant or allow, secret- 
ly or openly, directly or indirectly, 
any rebate, refund, discount, credit, 
or other form of price differential 
(whether in the guise of samples, 
or so-called free deals, or other- 
wise), where such rebate, refund, 


Discriminatory 


discount, credit, or other form of 

1 As here used, the word “commerce” means 
“trade or commerce among the several States 
and with foreign nations, or between the 
District of Columbia or any Territory of the 
United States, or between any insular pos 
foreign nation, or between any insular pos- 


sessions or other places under the jurisdiction 
of the United States. 
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Manufacturers of cosmetics may 
continue to use demonstrators in 
their principal retail outlets pro- 
vided they also offer proportionate 
substitute sales aids to their smaller 
retailers. Such alternate promotion 
benefits may be offered to smaller 
retailers whenever a manufacturer 
feels that demonstrators would not 
be suitable for a particular cus- 
tomer. The rules which extend the 
interpretation of the Robinson-Pat- 
man Act were formulated after 
three years of study and end ten 
years of litigation over the alloca- 
tion of demonstrators to all cus- 
tomers. Broader sales promotion 
plans are now possible for the cos- 
metic industry which is doing a 
retail business of $600,000,000. 





price differential, effects a discrim- 
ination in price between different 
purchasers of goods of like grade 
and quality, where either or any 
of the purchases involved there- 
in are in commerce,! and where the 
effect thereof may be substantially 
to lessen competition or tend to 
create a monopoly in any line of 
commerce,' or to injure, destroy, or 
prevent competition with any per- 
son who either grants or knowingly 
receives the benefit of such dis- 
crimination, or with customers of 
either of them: Provided, however: 

(1) That the goods involved in 
any such transaction are sold for 
use, consumption, or resale within 
any place under the jurisdiction 
of the United States; 


(2) That nothing herein con- 
tained shall prevent differentials 
which make only due allowance 


for differences in the cost of manu- 
facture, sale, or delivery resulting 
from the differing methods or 
quantities in which such commodi- 
ties are to such purchasers sold 
or delivered; and provided further, 
that when all available purchasers 


statement favoring promulgation. 


in greater quantities are so few as 
to render differentials on account 
thereof unjustly discriminatory or 
promotive of monopoly in any line 
of commerce, and if and when the 
Federal Trade Commission shall 
have established quantity limits 
pursuant to the provisions of sec- 
tion 2 (a) of the Clayton Ace (as 
amended), the foregoing shall not 
be construed to permit differentials 
based on differences in quantities 
greater than those so established; 

(3) That nothing herein con- 
tained shall prevent persons en- 
gaged in selling goods, wares, or 
merchandise in commerce! from 
selecting their own customers in 
bona fide transactions and not in 
restraint of trade; 


(4) That nothing herein con- 
tained shall prevent price changes 
from time to time where made in 
response to changing conditions 
affecting the market for or the mar- 
ke tability of the goods concerned, 
such as but not limited to actual 
or imminent deterioration of per- 
ishable goods, obsolescence of sea- 
sonal goods, distress sales under 
court process, or sales in good faith 
in discontinuance of business i in the 
goods concerned. 


Il. Prohibited Brokerage and 
Commissions. It is an unfair trade 
practice for any member of the 
industry engaged in commerce, in 
the course “of such commerce, to 
pay or grant, or to receive or 
accept, anything of value as a com- 
mission, brokerage, or other com- 
pensation, or any allowance or 
discount in lieu thereof, except for 
services rendered in connection 
with the sale or purchase of goods, 
wares, or merchandise, either to 
the other party to such transaction 
or to an agent, representative, or 
other intermediary therein where 
such intermediary is acting in fact 
for or in behalf, or is subject to the 
direct or indirect control, of any 
party to such transaction other 
than the person by whom such 
compensation is so granted or paid. 
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Ill. Prohibited Advertising or 
Promotional Allowances, Etc. It is 
an unfair trade practice for any 
member of the industry engaged in 
commerce! to pay or contract for 
the payment of advertising or pro- 
motional allowances or any other 
thing of value to or for the benefit 
of a customer of such member in 
the course of such commerce as 
compensation or in consideration 
for any services or facilities fur- 
nished by or through such cus- 
tomer in connection with the 
processing, handling, sale, or offer- 
ing for sale of any products or 
commodities manufactured, sold, 
or offered for sale by such member, 
unless such payment or consider- 
ation is available on proportionally 
equal terms to all other customers 
competing in the distribution of 
such products or commodities. 


IV. Prohibited Discriminatory 
Services or Facilities. It is an unfain 
trade practice for any member of 
the industry engaged in commerce 
to discriminate in favor of one 
purchaser against another  pur- 
chaser or purchasers of a com- 
modity bought for resale, with or 
without processing, by contracting 
to furnish or furnishing, or by 
contributing to the furnishing of, 
any services or facilities connected 
with the processing, handling, sale, 
or offering for sale of such com- 
modity so purchased upon terms 
not accorded to all competing 
purchasers on proportionally equal 
terms. 

V. Inducing or Receiving an Il- 
legal Discrimination in Price. It is 
an unfair trade practice for any 
member of the industry engaged in 
commerce,! in the course of such 
commerce, knowingly to induce or 
receive a discrimination in price 
which is prohibited by the fore- 
going provisions of this Rule 1. 

VI. Exemptions. The inhibitions 
of this Rule 1 shall not apply to 
purchases of their supplies for their 
own use by schools, colleges, uni- 
versities, public libraries, churches, 
hospitals, and charitable institu- 
tions not operated for profit. 


(Note: In complaint proceedings 
charging discrimination in price or 
services or facilities furnished, and 
upon proof having been made of 
such discrimination, the burden of 
rebutting the prima facie case thus 
made by showing justification shall 
be upon the person charged; and 
unless justification shall be affirma- 
tively shown, the Commission is 
authorized to issue an order ter- 
minating the discrimination: Pro- 
vided, however, That nothing 
herein contained shall prevent a 
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seller rebutting the prima _ facie 
case thus made by showing that 
his lower price or the furnishing 
of services or facilities to any pur- 
chaser or purchasers was made in 
good faith to meet an equally low 
price of a competitor, or the serv- 
ices or facilities furnished by a 
competitor—See Sec. 2(b) Clayton 
Act.) 


VII. The following is presented 
for the purpose of clarifying the 
requirements of Paragraphs III 
and IV of this Rule | with respect 
to the supplying of marketing serv- 
ices, facilities or allowances by 
industry members to their cus- 
tomers, but it is not intended to 
imply by such presentation that 
other methods which assure. of 
proportional equality of treatment 
of competing customers may not 
also be used. 


An industry member may simul 
taneously offer to each of his 
customers competing in the resale 
of his products the same kind olf 
promotional service, facility or 
allowance of a cost value equal to 
a uniform percentage of the sales 
(or purchases) of the industry 
member’s products by each cus- 
tomer during a specified and iden- 
tical period of time; provided, 
however, that when the service, 
facility or allowance offered is of 
a type which under reasonable 
terms and conditions is not usable 
or suitable to the facilities and 
business of all customers, and _ is 
offered to any one customer, the 
member offer each of those cus- 
tomers to whom the service, facility 
or allowance is not usable or suit- 
able an alternate type of promo- 
tional service, facility or allowance 
which is of equivalent measurable 
cost, is usable by the customer, and 
is suitable to his facilities and 
business, and promptly inform all 
competing customers of the kind 
and amount of services, facilities 
or allowances which he has offered 
to each and the respective terms 
and conditions under which such 
services, facilities or allowances are 
to be furnished by the industry 
member; and_ provided, further, 
that when the offer of any service, 
facility or allowance to any cus- 
tomer is conditioned on such 
customer supplying some reciprocal 
service, facility or payment, a 
reciprocal service, facility or pay- 
ment be required in the offers to 
all other customers and there be 
an equality of ratio among all 
customers as to the measurable 
cost of that which is supplied by 
the industry member and_ the 
reciprocal service, facility or pay- 
ment required of any customer. 


The industry member must take 
every reasonable precaution to see 
that services, facilities or allow- 
ances which he furnishes to cus- 
tomers are used in accord with the 
terms of his offer; and upon failure 
of the customer to perform any 
obligation on his part the industry 
member must cease supplying the 
customer any further _ service, 
facility or allowance. 

Explanatory analysis: In other 
words, one, but not the only, 
method of complying with Para- 
graphs III and IV of Rule 1, is as 
follows: 

The industry member may offer, 
simultaneously, to each competing 
resale customer, the same kind of 

1. Promotional service, or 

2. Facility, or 

}. Allowance, 

The value of which must be 
equal to a uniform percentage ot 
dollar volume 

1. Of the sales or purchases by 
each customer of the industry 
member's products, 

2. Computed for an identical, 
specified period of time. 

However, if the same kind is not 
usable and suitable under reason- 
able terms and conditions to all 
such customers, and is offered to 
one, 

The others must be offered an 
alternate type of 

1. Promotional service, or 


2. Facility, or 


3. Allowance, and 

The alternate type must be 

1. Of equivalent measurable cost, 
and 

2. Usable by the customer and 
suitable with respect to his facilities 
and character of business; and 

All such customers must be 
promptly informed of 

(a) The kind, 

(b) The amount, and 

(c) Terms and conditions of the 
offer. 
Also: When the offer is conditioned 
upon something reciprocal to be 
furnished by the customer, the 
member 


1. Must require of all customers 
the same proportionate reciprocity 
(equality of ratio as to the measur- 
able cost of that supplied by the 
customer to that supplied by the 
member) ; 

2. Must take every reasonable 
precaution to see that what he pays 
or furnishes is used in accordance 
with the terms of his offer; and 


3. Must cease furnishing or pay- 
ing it to the customer when the in- 
dustry member knows, or has rea- 
son to believe, it is not so used. 
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Rule 2—Misrepresentation in General. 


It is an unfair trade practice to 
use, Or Cause or promote the use of, 
any false, untrue, or deceptive state- 
ment, representation, guarantee, 
warranty, testimonial, or endorse 
ment, by way of advertising 
(through newspapers, magazines, 
circulars, booklets, ol by radio, ol 
any other medium), oral representa- 
tion, or otherwise, which has the 
capacity and tendency or effect of 
misleading or deceiving purchasers, 
prospective purchasers, or the con- 
suming public with respect to the 
efhcacy, permanency of the effects, 
medicinal or curative properties, 
grade, quality, quantity, substance, 
character, origin, size, preparation, 
manufacture, or distribution of any 
product of the industry, or concern- 
ing the purported approval or en- 
dorse ment of such product by Siate, 
Federal, medical, or other author- 
ity, or in any other material respect. 
(Note: Among the inhibitions of 
this rule is ‘false advertisement,” as 
defined in section 15 of the Federal 
Trade Commission Act, of any “‘cos- 
metic” as such term is defined in 
the same section. Furthermore, 
nothing in these rules is to be con 
strued as relieving anyone of the 
necessity of complying with the 
cosmetic labeling requirements of 
the “Federal Food, Drug and Cos- 
metic Act” and the general regula- 
tions thereunder.) 


Rule 3—Deception As To Origin. 


It is an unfair trade practice to 
falsely represent, directly or by im- 
plication, through any means ot 
“a 

The origin of any industry 
nM or the origin of any ingre- 
dient thereof; or 

The place where any industry 
enki was made, compounded, 
diluted, mixed, on ees 
a or packaged; o 

The origin of ee bottle or 
oan containing any industry 
product. . 

Under this rule the use of any 
foreign words or phrases, or the 
use of any other terms, words, sym- 
bols, or picturizé tions indicative of 
foreign origin, which creates a false 
impression with respect to the ori- 
gin of any industry grag or ol 
any ingredient thereof, of the 
container in which an "ieee 
product is sold or offered for sale, 
is to be considered as being among 
the practices which are inhibited 
by this rule. 

Nothing in this rule is to be con- 
sidered as preventing truthful and 
nondeceptive representations as to 
the country of origin of imported 
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products or any ingredient thereof; 
provided, however, that when the 
product is composed of several 
gredients, one or more of which is 
of foreign origin or manufacture 
and the remainder of domestic ori- 
gin or manufacture, the foreign 
origin representation shall be clear- 
ly confined to the particular in- 
gredients qualifying for such for- 
eign origin representation and shall 
be accompanied in close conjunc- 
tion with a statement setting forth 
clearly, conspicuously, and nonde- 
ceptively the fact that such product 
was made, compounded, diluted, 
mixed, blended, or assembled in the 
United States, as the case may be. 

(Note: Nothing in this rule shall 
be construed as relieving any mem- 
ber of the industry o1 other party of 
the necessity of complying with the 
requirements of the Customs laws or 
the “Federal Food, Drug and Cos- 
metic Act,” and regulations there- 
under, or other applicable provi- 
sions of law or regulations relating 
to the marking of imported arti- 
cles.) 


Rule 4—Deceptive Imitation Of Trade- 
Marks, Trade Names, Etc. 


The imitation of trade-marks, 
trade names, or other exclusively 
owned marks of identification of 
competitors, with the capacity and 
tendency or effect of misleading or 
deceiving purchasers, prospective 
purchasers, or the consuming pub- 
lic, is an unfair trade practice. 
Rule 5 — Misrepresentation As To 
Character Of Business. 


It is an unfair trade practice for 
any concern, in the course of or in 
connection with the distribution of 
industry products, to represent, 
directly or indirectly, that it is a 
manufacturer of industry products, 
or that it owns or controls a fac tory 
making such products, when such is 
not the fact, or in any other manner 
to misrepresent the character, ex- 
tent, or type of its business. 


Rule 6—Misuse Of The Word “Free,” 
Ete. 


Use of the word “Free,” or words 
of similar import, in advertising to 
designate or describe any industry 
product which is not in truth and 
in fact a gift or gratuity, or is not 
given to the recipient thereof with- 
out requiring the purchase of other 
merchandise or requiring the per- 
formance of some service inuring 
directly or indirectly to the benefit 
of the industry member using such 
word, is an unfair trade practice. 


Rule 7—Fictitious Prices. 


Offering merchandise for sale at 


ES TT 


prices purpot ted to be reduced from 
what are, in fact, marked-up or ficti- 
tious prices, with the ¢ capacity and 
tendency or effect of misleading o1 
deceiving purchasers, prospective 
purchasers, or the consuming pub- 
lic, is an unfair trade practice. 

Rule 8—Passing Off An Industry Prod- 


uct As And For The Product Of 
Competitor. 


The passing off, or causing to be 
passed off, of any industry product 
as and for the product of a competi- 
tor through appropriation or simu- 
lation of such competitor's trade- 
marks, labels, or by any other means 
or device, with the capacity and 
tendency or effect of thereby mis- 
leading or deceiving purchasers, 
prospective purchasers, or the con- 
suming public, is an unfair trade 
practice, 


Rule 9—Defamation Of Competitors 


Or False Disparagement Of Their 
Products. 
The defamation of competitors 


by falsely imputing to them dishon- 
orable conduct, inability to perform 
contracts, questionable credit stand- 
ing, or by other false representa- 
tions, or the false disparagement of 
the grade or quality of the goods of 
competitors, their credit terms, 
values, policies, services, the nature 
or form of the business conducted, 
or in any other material respect, is 
an unfair trade practice. 


Rule 10—Commercial Bribery. 


It is an unfair trade practice for 
a member of the industry, directly 
or indirectly, to give, or offer to 
give, or permit or cause to be given, 
money or anything of value to 
agents, employees, or representa- 
tives of customers or prospective 
customers, or to agents, employees, 
or representatives of competitors’ 
customers or prospective customers, 
without the knowledge of their em- 
ployers or principals, as an induce- 
ment to influence their employers 
or principals to purchase or con- 
tract to purchase products manu- 
factured or sold by such industry 
member or the maker of such gift 
or offer, or to influence such em- 
ployers or pr incipals to re frain from 
dealing in the products of competi- 
tors or from dealing or contracting 
to deal with competitors. 


Rule 11—Procurement Of Competi- 
tors’ Confidential Information By Un- 
fair Means And Wrongful Use Thereof. 


The securing of information from 
competitors concerning their bus- 
inesses by false or misleading state- 
ments or representations or by false 
impersonation of one in authority 
and the wrongful use thereof to un- 
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duly hinder or stifle the competi- 
tion of such competitors is an un- 
fair trade practice. 


Rule 12—Inducing Breach Of Con- 
tract. 


It is an unfair trade practice to 
induce or attempt to induce the 
breach of existing lawful contracts 
between competitors and their cus- 
tomers, or their suppliers, by any 
false or deceptive means whatso- 
ever, or to interfere with or obstruct 
the performance of any such con- 
tractual duties or services by any 
such means, with the purpose and 
effect of unduly hampering, injur- 
ing, or prejudicing competitors in 
their business. 

Rule 13—Use Of Lottery Schemes, Etc. 

It is an unfair trade practice to 
sell, distribute, or promote the sale 
or distribution of any industry 
product or other merchandise by 


means of a game of chance, gift 
enterprise, or lottery scheme. 


Rule 14—Combination Or Coercion To 
Fix Prices, Suppress Competition, Or 
Restrain Trade. 


It is an unfair trade practice for 
a member of the industry: 

(a) To use, directly or indirectly, 
any form of threat, intimidation, 
or coercion against any member of 
the industry, or other person, un- 
lawfully to fix, maintain, or en- 
hance prices, suppress competition, 
or restrain trade; or 

(b) To enter into or take part 
in, directly or indirectly, any agree- 
ment, understanding, combination, 
conspiracy, or concert of action 
with one or more members of the 
industry, or with one or more other 
persons, unlawfully to fix, main- 
tain, or enhance prices, suppress 
competition, or restrain trade; or 

(c) To cause, directly or indi- 
rectly, except insofar as authorized 
or required by law, any dealer or 
other reseller to maintain a mini- 
mum resale price for any industry 
products which such dealer or re- 
seller sells or offers for sale. 


Rule 15—Unfair Threats Of Infringe- 
ment Suits. 

The circulation of threats of suit 
for infringement of patents or 
trade-marks among customers or 
prospective customers of competi- 
tors, not made in good faith but for 
the purpose or with the effect of 
harassing or intimidating such cus- 
tomers or prospective customers, or 
of unduly hampering, injuring, or 
prejudicing competitors in their 
business, is an unfair trade prac- 
tice. 


432 December, 1951 


Rule 16—Selling Below Cost. 


The practice of selling industry 
products at a price less than the 
cost thereof to the seller, with the 
purpose or intent, and where the 
effect may be, to injure, suppress, 
or stifle competition or tend to 
create a monopoly in the produc- 
tion or sale of such products, is an 
unfair trade practice. As used in 
this rule, the term “‘cost’’ means the 
total cost to the seller of any such 
transactions of sale, including the 
cost of acquisition, processing, 
preparation for marketing, sale, 
and delivery of such products. 


Rule 17—Exclusive Deals. 


It is an unfair trade practice for 
any member of the industry to con- 
tract to sell or sell any industry 
product, or fix a price charged 
therefor, or discount from, or re- 
bate upon, such price, on the con- 
dition, agreement, or understand- 
ing that the purchaser thereof shall 
not use or deal in the products of 
a competitor or competitors of such 
industry member, where the effect 
of such sale or contract for sale, or 
of such condition, agreement, or 
understanding, may be substan- 
tially to lessen competition or tend 
to create a monopoly in any line of 
commerce. 


Rule 18—“‘Spiffs,’ “Push Money,” 
Ete. 


It is an unfair trade practice for 
any member of the industry to 
give, pay, or contract to pay, to any 
clerk or salesperson of any cus- 
tomer-dealer handling two or more 
competitive brands of merchandise, 
“push money,” “spiffs,” or any 
other bonus, gratuity, or payment, 
as an inducement or encourage- 
ment to push or promote the sale 
of such member’s product or prod- 
ucts over competing products of 
other members in the industry, 

(a) with the capacity and ten- 
dency or effect of thereby causing 
the purchasing or consuming pub- 
lic, when making purchases of such 
products, to be misled or deceived 
into the erroneous belief that such 
clerk or salesperson is free from 
any such special interest or influ- 
ence, or is not so subsidized or paid 
by such member; or 

(b) with the capacity and ten- 
dency or effect of thereby hamper- 
ing and unduly restricting the 
legitimate, free, and full use and 
enjoyment of such retail trade out- 
lets for the distribution to the pub- 
lic of competing products; or 

(c) with the purpose or effect, 
directly or indirectly, of otherwise 
substantially lessening competition 


or unreasonably restraining trade 
in the marketing of the products of 
the industry; or 

(d) with the effect of thereby 
bringing about the granting of an 


illegally discriminatory _ service, 
payment, or price contrary to Sec- 
tion 2 of the Clayton Act as 
amended by the Act of Congress 
approved June 19, 1936, known as 
the Robinson-Patman Act. 


Majority Statement Of The 
Commission 


HE Commission has ordered 

promulgated “trade practice 
rules,” as recommended by its Bu- 
reau of Industry Cooperation, for 
the Cosmetic Industry. The rules 
offer a procedure through which 
the participants in the Industry, 
the producers and _ distributors, 
may make use of the services of 
“demonstrators” and comply with 
the laws this Commission must 
enforce. 

Until now, this Commission has 
not published statements of opin- 
ion relating to the “trade practice 
rules” issued by it and which are 
related to trade practices within 
specific industries. Throughout the 
years “trade practice rules” have 
been adopted for 173 industries. It 
has long since been apparent that 
this procedure is the simplest and 
most economical method yet de- 
vised for the elimination and pre- 
vention, on an industry-wide basis 
and in the public interest, of cer- 
tain trade evils which concern this 
Commission. Substantial savings of 
both time and expense are gained 
by both the Government, the in- 
dustry, and the consumer through 
the avoidance of litigation where 
understanding of the law, respect 
for the law, and compliance with 
the law, can be reached through 
cooperative action. The voluntary 
ending of trade abuses accom- 
plished through adoption of trade 
practice rules often effects imme- 
diate and simultaneous correction 
of unfair competition and other 
unfair practices which would other- 
wise require protracted prosecution 
of suits. The legislative history of 
the Federal Trade Commission 
abounds with indications that the 
proposed Commission was expected 
to do more than institute formal 
adversary proceedings. Trade prac- 
tice rules represent a partial reali- 
zation of such expectation. 

The obligation of this Commis- 
sion to obtain voluntary compli- 
ance with the law, where possible, 

(Continued on page 467) 
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Gum Tragacanth from Iran 


How the plants are harvested from the producing areas. - . . 


How the gum is extracted .... How and where it is marketed .. . . 
oa 


Grades of gum and general status of the industry there. 


L. A. BARBER* 


UM TRAGACANTH is obtained from certain 

small plants of the genus Astragalus which grow 

wild in Iran and other countries of the Near and 
Middle East, especially at medium to high altitudes. It 
has a variety of uses in medicine, cosmetics, confection- 
ery, dyeing, waterproofing, and many other fields. 

In Iran all the Astragalus grows wild, receiving no 
assistance from human hands. The plant rises only a 
few inches from the ground. It does not grow in clumps 
but as separate plants which are generally scattered 
at intervals of from 5 to 30 meters. It is found in the 


* Chemical Division, National Production Authority. 
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mountains and in high altitude deserts, especially on 
sandy slopes. Although it is indigenous to most parts of 
the Iranian plateau, it is only gathered commercially in 
those areas where it grows thickly enough to make col- 
lection remunerative. In general, the central region of 
Iran, especially on or near the eastern slopes of the 
Zagros Mountains, is the best for the collection of the 
gum, with Isfahan the principal market. 

The plant is a perennial with a life span of about 5 
years. It can be tapped for gum in its first year and every 
2 years thereafter, but will not yield gum in 2 successive 
years. 

3 
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Specialists scout the gum producing region and lease 
for one year the most promising areas. Since most of 
the suitable land is desert or barren mountain land, it 
can be rented cheap. Much of the land is public prop- 
erty and must be rented from the government. Individ- 
ual leases range in size from 4 to 400 square kilometers 
(1 kilometer equals 0.621 mile). 

Harvesting runs from May to the end of October, la- 
bor being recruited by the lessee from the farms and 
villages close to his land. Labor is paid on the spot for 


Photo courtesy Anglo-Iranian Oi] Co. Ltd. 


Producing areas are leased to workers for one year. 


all gum collected at a rate equal to 75 percent of the 
price the lessee expects to obtain in the market. The 
producer (lessee) provides a small digging tool and a 
knife or razor blade to each worker. 

Che worker must not only spot the gum producing 
varieties, (various closely related varieties appear al- 
most exactly like the gum bearing kind, but they pro- 
duce no gum), but he must recognize those tapped the 
year before, and those currently ready for tapping. 
The root is exposed and an incision made therein. 
The gum oozes out and hardens. Two principal varie- 
ties of Astragalus produce tragacanth ribbon and 
tragacanth flakes. The ribbon type is collected the 
day after tapping and the flakes are gathered 20 days 
after the incision. The collection of the ribbon ex- 
tends from May until October, while flakes are gath- 
ered from July until the end of October. The average 
yield of a single plant is about 3 grams of ribbon or 5 
to 20 grams of flakes per tapping every 2 years. 


How the Gum is Marketed 

The producer who finances the workers is himself 
generally financed by the wholesale merchants of the 
principal marketing centers. The producer buys the 
gum from his workers by the kilogram (1 kilogram 
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equals 2.205 pounds) and ships to the marketing cen- 
ters in boxes or bags. The principal markets are Is- 
fahan, Hamadan, Shiras and Tehran, Isfahan being 
the most important. The purchase price depends upon 
the quality, which is based upon the color of the gum 
the pure white gum being the best quality. 


Grades of Gum 

There are 5 grades of both ribbon and flakes, known 
by their numbers, Number | being the best. The 
wholesaler expertly grades and packs the gum which 
requires no processing. The ribbons are packed in 
boxes, while the flakes are shipped in bags. All is for 
export since there is no domestic consumption. The 
boxes are all of the same size, but each grade has a dif- 
ferent weight per box, the better grades weighing less 
The box weight for ribbon ranges from 70 to 120 
kilograms, according to grade. The bags in which flake 
is packed are all the same size, but they run from 62 to 
75 kilograms according to grade. 

Export statistics give an accurate estimate of produc- 
tion, since no tragacanth is consumed domestically nor 
imported. 

An Isfahan merchant dealing in tragacanth has es- 
timated that Iran produces about 400 metric tons (1 
metric ton equals 2,205 pounds) of ribbon type, of 
which 100 tons come from the Isfahan region, and 
2,200 tons of flake type, of which 1,200 tons come from 
the Isfahan area. The volume of collection depends al- 
most entirely on price and weather. 

The export price determines how many workers can 
be hired, how much they can be paid, how much land 
should be leased and whether the workers have an 
incentive to search farther afield for the gum. The 
amount of snow and rain in winter and spring controls 
the quantity of gum available for tapping. 

Official Iranian export statistics in metric tons, with 
value in rials' in parentheses, are: March 1948 to March 
1949—2,497 (105,235,000); March 1949 to March 1950 
—2,142 (83,961,000); March 1950 to January 1951 
3,288 (155,336,000) . 


France Largest Buyer 

The United States and the United Kingdom are nor- 
mally the largest buyers of Iranian tragacanth, but dur- 
ing the last 2 years France has been purchasing larger 
quantities than the United States. The United States 
proportionate share of the market decreased notice- 
ably. Germany also came into the market strongly dur- 
ing the last 3 years, and during the period March 1950 
to January 1951 the Netherlands was an important 
buyer. Trade sources report that in the past year con- 
siderable quantities were shipped to the U.S.S.R., but 
the official Iranian customs statistics give no indication 
of this. In general, according to trade sources, the 
United Kingdom and the United States are the big 
buyers of ribbon, especially of the better grades, with 
the United Kingdom taking about twice as much as 
the United States. On the other hand, the United 
States usually purchases more flakes than the British. 

Tehran is the principal exporting center, the other 
collecting marketing centers selling to the export firms 
in the capital, the tragacanth being already packed for 
outshipment. 


1 The rate of 48 rials to $1 is generally used in export transactions. 
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RETAIL BUYERS REPORT 


WHAT THE 





Middle West Sales Continue to Improve; Top Demand 
for Lotions, Creams, Liquid Cleansers, Bath Goods 


JEAN MOWAT 


Chicago— Buyers report that sales 
are improving. The perfume and 
cologne samplers have put life into 
the department. Treatment lines 
continue to lag, except with the two- 
for-one or a half price sale induce- 
ment. In fact, women now inquire 
when such sales will be offered. 


Pros and Cons of Half Price Sales 


The half price sales of January 
earn no money for anyone, accord- 
ing to the manufacturers, but do oc- 
casionally induce a consumer to try 
a new line which has not been fa- 
miliar to her. The question is: Is it 
worth the time, effort and material? 
One maker insists that any mer- 
chandise not sold at the half price 
period must be returned to the 
plant or the store is billed at the reg- 
ular price. This has tended to re- 
duce returns. Yet in many instances 
smaller shops continue to offer this 
specially priced goods at half price 
as long as there is any in stock. 

Half price sales on winter weath- 
er lotions and creams were the lead- 
ers in sales at Boston Store, Milwau- 
kee; Golden Rule and Schuneman’s 
St. Paul. Fragrances were offered in 
colognes, perfumes for purse or 
dressing table by Golden Rule, St. 
Paul; Mandel Bros., Carson Pirie 
Scott & Co., Chicago. Maurice L. 
Rothschild and Dayton’s, Minneapo- 
lis, and Scruggs Vandervoort Bar- 
ney, St. Louis, also featured bath 
perfume and creme perfume to be 
applied directly to the skin. 


The Moisture Type Cream Vogue 


Moisture type creams are enjoy- 
ing a vogue similar to that of the 
hormone types of recent years, fea- 
tured as imperative for beauty by 
Famous-Barr, St. Louis; Block’s, In- 
dianapolis; and Carson's of Chicago. 
New suggestions in make-up had 
demonstrations as well as company 
representatives at Famous-Barr; Stix, 


Baer & Fuller, St. Louis; Block’s, 
Indianapolis and Younker’s, Des 
Moines. 

Liquid cleansers and made-to- 
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order face powder has swept the en- 
tire middle west, from Omaha and 
Kansas City to Detroit, Indianapolis 
and the Twin Cities to Chicago. 
Younkers also featured the new liq- 
uid hairnet which it is predicted will 
sweep this area in the months to 
come when high winds make hair 
difficult to control. 

Women take inventory after the 
holidays as well as retailers and one 
of the most important items for win- 
ter weather is bath needs. There is 
a market for water softeners, bubble 
baths, body lotion, toilet waters or 
colognes in liquid or stick form, de- 
odorants, bath salts, foot creams, 
soap, fine cleansing creams and 
foundations for protection against 
the weather. 


Handling Bath Goods 


One store grouped the bath items 
on one counter and sales picked 
up considerably. This arrangement 
helps to make a sale of several items 
rather than just a single one. Simi- 
larly, several of the Middle West 
stores are discovering that counters 
displaying together all types of hair 
products, such as shampoos, scalp 
lotions, rinses, colorings, combs and 
brushes, brilliantine, creme perfumes 
for post-shampoo use, result in mul- 
tiple sales. 


Sales Concentration 


Buyers facing the annual inven- 
tory period are complaining that 
lines continue to offer too many 
items and the result is an inventory 
out of proportion to the business 
written. 

A survey among certain stores in 
the Middle West shows that 85 per 
cent, at least, of the store’s sales are 
made on 25 per cent of the lines. 
This is costly for the consumer, the 
retailer and the maker. It indicates 
a tremendous waste in packaging, 
materials and salesmanship, all of 
which are high priced today. 

“Every time a firm comes out with 
a new color lipstick it expects sales 
to be as big as on the ones which 
are established,” said a leading St. 





Demand for lotions, liquid 
cleansers—especially mois - 
ture, night, cleansing and hor- 
mone types—reaches near- 
peak. 

@ 
Top winter-time demand seen 


for bubble baths, toilet water, 
bath sales, deodorants, food 


creams, other bath 


products. 


soaps, 


2 
Success of Ciro’s Quintette, 
Dorsay circulars indicates pos- 
sibilities of mail promotions. 





Louis buyer. “We could and would 
do a good business IF the firm 
would withdraw the old colors and 
only leave the new ones to be offered 
to the consumer.” 

This lipstick business is not pecu- 
liar to St. Louis. Every buyer in 
Kansas City, Indianapolis, Minneap- 
olis, Des Moines, Detroit and Chi- 
cago has howled about the “length” 
of these lines. Only about a third 
of the tints offered are staple sellers. 


| Packaging Lipsticks 


Customers are also disturbed 
about sales clerks wrapping up lip- 
sticks for them which have been dis- 
played. Many undoubtedly would 
welcome sealed sticks so that they 
could be certain that they are not 
purchasing products which have 
been or were exposed in the store 
for hours and possibly even for days. 

For the first time in years Ameri- 


| can women are enjoying the use of 


perfume. When one may purchase a 
purse size at $1 or $1.50 there is a 
certain pleasure in using it. To de- 
mands that these bottles be refill- 
able, the answer has been that the 
refill would cost as much as the 
original unit, and that hand-bag 
scuffing would soon require replace- 
ment. 

Every manufacturer is interested 
in increasing his business. Each store 
is also pushing for new sales and 
higher profit volume. Combine 
these two programs and the cos- 
metic business should be the most 
profitable industry in the country. 
But according to reports it could be 
better! 
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Buyers complain that the atom- 
izer tops which are sold with some 
colognes are making sales difficult 
for these get out of order so quickly 
and, of course, the store is blamed. 

There are too many leakers in 
perfume. What is left of the product 
is sold at a reduced price or it is re 
turned to the manufacturer—again 
expense and lost sales. Buyers state 
that even the best packaged frag- 
rances must be opened because 
women have had too much experi- 
ence with leakers and, upon return- 
ing one, have been told that they 
opened the bottle. The type of clo- 
sure is also open for criticism. 


A common problem remains how 


to increase sales without sam- 
ples. Many manufacturers complain 


about the high cost of samples for 
fashion shows; the bottling takes up 
valuable time. Others have found 
that especially packaged samples 
have put their business well into the 
black. Several stores in St. Louis, 
style establishments especially, and 
Chicago specialty shops consider 
the scented blotter as a bill enclo- 
sure the most profitable way to in- 
troduce a fragrance. It has been en- 
route long enough to leave the true 
scent. These stores have made sales 
by phone from such enclosures. 


Coty, Ciro Mail Promotions Boost Perfume Sales; 
Future Over-Supply of Samplers Feared 


DON COWLING 

Los Angeles—The trial size per- 
fume promotions of Ciro and Coty 
have gone over very well out here. 
Not only have they brought addi- 
tional income to toiletries sections 
of themselves, but they have quite 
evidently boosted perfume business. 
One buyer said that his increase in 
perfume sales is substantially ahead 
of the normal increase to be ex- 
pected at this time of year, and the 
increase is on larger sizes, quite 
apart from the dram sizes of the 
promotions. 


Ciro, Coty Perfume Promotions 


To point up the rearoused interest 
in perfume, this buyer cited the re- 
turns on his statement enclosures 
mailing on the Ciro package. Actual 
returns, he said, ran over 4 per cent, 
which he regarded as noteworthy 
from a mailing piece on perfume. 
The 
sales continued high on that pack- 
age, even without a statement en- 
closure. Practically 
questioned, agreed with the manu- 
facturers that these dram size pro- 
motions acted as samplers, and 
whetted the appetites of store cus- 


Coty promotion followed, and | 


every buyer | 


tomers for perfume, stimulating sale | 


of larger sizes. There was an evident 
feeling on the part of buyers, 
however, 
tion can go too far. It is expected 
that after the holiday season, when 
perfume business may be expected 
to fall off, more and more of this 
sampler type promotions will be of- 
fered, and too many of them will act 
to reduce dollars and cents volume 


that this type of promo- | 


in perfumes, as store customers form | 


the habit of buying dram sizes only, 
to the detriment of the more expen- 
sive packages 

One buyer expressed himself as 
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willing to cross that bridge when he 
comes to it. “My attitude towards 
more of those perfume sampler pro- 
motions,” he said, “will be indicated 
by the condition of general business. 
If business is bad, and my figures 
are down, I will welcome them. On 
the other hand, if business continues 
good and my volume is up, I will 
handle them very cautiously. My 
feeling right now is to be prepared 
to get in, but to be likewise pre- 
pared to get out in a hurry.” 


Payroll Blues 


A toiletries buyer out here has 
been engaged in some heated discus- 
sions this past month with her mer- 
chandise manager over what will 
happen to the toiletries section in- 
sofar as efficient personnel is con- 
cerned after the first of the year. The 
merchandise manager, up through 
the rag departments, feels that when 
some of the store’s best toiletries 
salesgirls are separated from the 
payrolls of the various manufactur- 
ers the store will find itself faced 
with the problem of a payroll for the 
toiletries section which the depart- 
ment cannot justify. 

The buyer, however, feels that he 
has the answer. “There is an old 
saying in toiletries,” he says, “which 
runs that 80 per cent of your busi- 
ness is done in 20 per cent of your 
stock. Actually you can’t arbitrarily 
set a concrete percentage figure for 
each line, but in every line there are 
three or four hot items, good steady 
dependable sellers. O.K., then,— 
take those hot items from each line, 
and set them right on the counter 
side by side, right down the line. 
Line up your best girls behind 
those displays, pay them the mini- 
mum wage plus the largest commis- 
sion the store can afford to give. The 





of 


subsidies 
the manufacturers represented will 


allowable percentage 
take care of the situation. And here 
is why. Those girls whom we will 
set in there are top salesgirls 
trained by the best trainers in the in- 
dustry. They know their stuff, and 
they can sell. Their selling time is 
going to be as nearly 100 per cent ef- 
ficient as is humanly possible. Mind 
you, all their selling will be on live 
items. There will be no long sessions 
of trying to build interest and sales 
on sluggish items, in which appar- 
ently nobody is interested but the 
manufacturer’s sales manager. Dead 
time will be eliminated.” 

The buyer went on to call atten- 
tion to the obligation of stores to in- 
crease inventories. “When a repre- 
sentative of a top line, a line with 
two or three demonstrators in our 
section, came to us with a new item 
in the line, we had no alternative 
but to add it to an already overbur- 
dened inventory, regardless of our 
feeling, or the demonstrators’ feel- 
ing, as to its sales potential, or its 
fitting into our overall picture. 
With much of this kind of thing 
eliminated, our budget will be 
much more liquid, we shall be able 
to renew immediately our stocks of 
fast selling numbers, and since our 
markup will remain the same, the 
increased efficiency in selling, to- 
gether with an accelerated turnover 
will, I am sure, enable both the store 
and the selling personnel to main- 
tain volume. 


Dallas Sales Are Beating 
Those of Last Year 


JEAN ROBERTS 


Dallas—Again the woman's pages 
in the newspapers have cooperated 
and editorial copy has covered exten- 
sively grooming and the mainte- 
nance of beauty. In general, clerks 
report that it has been a good 
month. Sales are more than keeping 
pace with last year. One change was 
noted. Christmas packages were not 
put out on counters quite so early as 
last year since it was found that most 
people did not buy their gifts in the 
cosmetic line as early as other items. 

One store reported that sales in 
expensive perfumes had been espe- 
cially high during the past month 
and attributed that largely to the ad- 
vent of the debutante season. 

In the second week in November 
interest in gift packages began to 
pick up. Special wraps were coming 
in for good attention as are pack- 
ages that offer a combination of 
items such as the Ciro “five 
bottles of perfume’”’ box. 
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Christmas promotions had been 
planned by both chain drugs and de- 
partment stores to build up each 
week beginning early in November. 
Television, newspapers, radio and 
window displays were used. 


Cosmetics and Christinas Catalogues 


The Christmas catalogues which 
were mailed this month by A. Har- 
ris, Tiche-Goettinger, Neiman-Mar- 
cus and Sanger Bros. all featured 
cosmetic items in their gift sugges- 
tions. In counting up the returns of 
last year’s books, the cosmetic items 
ranked very high in revenue pro- 
duced per page. This accounts 
largely tor the increased space used 
this year in most catalogues. 

A cosmetic line, long established 
in the East and on the West Coast, 
made its Southwestern debut in Dal- 
las this month. Dreyfuss & Son will 
carry the Marian Bialac line which 
maintains a complete assortment of 
skin treatments and make-up. This 
store also introduced another new 
product into Dallas in November put 
out by Alexandria de Markoff. This 
was the new 3-way treatment for 
women with oily skins. One product, 
Skin Vitalizer, is an antiseptic liquid 
for cleansing, another is Thiolin 
Night Treatment for soothing skin 
blemishes and the third is Thiolin 
Daytime Treatment, a combina- 
tion make-up foundation and blem- 
ish treatment. Editorial treatment 
brought good demand. 


Sales of Upper Bracket 
Goods Reported Strong 


LENORE BRUNDIGI 


Pittsburgh—Thus far, gift buying 
in cosmetic departments has not 
been outstanding, but it is still ex- 
pected to pick up momentum be- 
fore Christmas. 

One complaint registered by some 
customers has been the lack of new 
and unusual packaging of Christ- 
mas items. Not all stocks are out in 
full force, so that may be a pre- 
mature complaint. 

Reports indicate this will be a big 
buying season, with volume on 
things with a moderate price tag. 
By direct contrast, it is also expected 
to be a season when many Reg. 
priced items claim attention. A spe- 
cific ex cample of this acceptance of 
high-cost items occurred when a 
skin treatment product with a mini- 
mum price of $6 and a top of $36 
was completely sold out within a 
few days and re-ordered to fill de- 
mand, Although not in the gift cate- 
gory, this performance was cited as 
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indicative of what will be purchased 
when the product has strong sales 
appeal. 

Some buyers report that smaller 
sized items are going well, from per- 
fume to well-known creams and lo- 
tions. The creamy type cleaners, as 
opposed to the cleansing creams, ap- 
pear to be going over well with 
women. Liquids, rather than solids, 
amount to a “new trend” in cos- 
metic preferences, one buyer stated. 

Novel atomizers are receiving 
good customer acceptance. The out- 
standing complaint concerning them 
among the sales girls are that these 
packages are priced too high and 


that they are too large. Smaller ones 
—almost of the sample variety—in 
decorative designs for different 
kinds of perfumes were suggested as 
being more appealing. 

Customer complaints of apathy 
among salesgirls to follow through 
and make a sale have been heard 
many times recently. Typical is the 
case of the customer who asked for a 
specific item and was told: “We don’t 
carry that; never heard of it.’ 

When the customer pursued the 
inquiry further it was discovered — 
store DID have it, and had sold ; 
considerable quantity of it for he 
past six months! 





Sees Near-Record Cincinnati Christmas Season; 
Dollar Table, Gray Lotions, Denney Leaders 


MARY LINN WHITE 
Cinecinnati—Christmas shoppers 
started their gift purchases about a 
month earlier than usual for this 
town, and cosmetics department 
buyers were hopeful that much of 
the gift business would be theirs. 
They now feel that the federal taxes 
on cosmetics are more than offset by 
price rises in other merchandise usu- 
ally presented at Christmas, and 
that they're in for a boom season. 
There are several reasons for 
thinking they're right. Packaging is 
even lovelier than usual, prices are 
but little (if any) higher than last 


year’s, and there seems an endless 
number of gadgets available. Not 
all of them are “cosmetics” of 


course, but their sale fills the same 
till at retail level. 
Bargain Table 


One store, 
success last year 


having had immense 
' with a “dollar ta- 
ble” of Yule items, set it up two 
weeks earlier than usual this year. 
Though some prices are $1.25 this 
year, the pull seems the same. On 
the table are lipsticks, snowmen of 


' colognes and sachet, bath salts and 


bubble powders, men’s shower soap 
(on a rope to go around the neck) 
etc. The buyer has this table at the 
front of the department (Alms and 
Dopeke). 

This store also promotes, for 
Christmas giving, simple things such 
as soap, talcum, and lotions, attrac- 
tively packaged, for the large num- 


_ber of Catholic sisters in the city. 


The store has already discovered, 
however, that women are waiting 
(withholding the dollar) for the 
Dec. 26 sales on Tussy lotion and 
other post-Christmas half-price an- 
nual events. 

Rollman’s Sons & Co. reports a 


terrific increase in the local popu- 
larity of Rubinstein’s nail polish. 
The new trend is attributed to the 
immediate liking for Rubinstein’s 
indelible lipstick here. Once the 
gals tried it, they returned for nail 
lacquer to match. The spill-proof 
bottle also may be the reason that 
Rubinstein’s sales have advanced al- 
most to equal Revlon’s at the store. 


Denney Chin Strap on Hit Parade 


Without much promotion, other 
than that by enthusiastic salesgirls, 
Frances Denney’s “invisible chin 
strap” is walking out at a rapid re- 
order rate, with the $5 price tag ap- 
parently no _ barrier whatsoever 
(John Shillito and Mabley and 
Carew). Continued success with 
Dorothy Gray’s half-price lotions is 
reported, and Mabley and Carew 
tells that the line is a “solid puller,” 
partly because of the “wonderful 
girl” at the counter. 


Large Mail Response Expected 


Shillito will try the 7-card mailer 
promotion introduced at Stern’s and 
Carson’s, with seven order-blank 
postal cards going out to 100,000 
women. Only one of the items men- 
tioned will be reduced-price article, 
and a couple of the others, will be 
Denney’s invisible chin strap and 
Dorothy Gray’s hormone cream. In 
spite of the fact that this is not a 
“good” town for phone and mail or- 


ders, the store expects a_ large 
response. 

Several stores plan large newspa- 
per ads, some in color, for mid- 


December plugging of perfumes and 


| colognes. 


If the Christmas season is going to 


| establish a post-war record, the trade 


| deserves it. 
; mail, 


Promotion—advertising, 
and across the counter—has 


| been enthusiastic. 
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New Orleans Buyers Report Heavy Cream Demand with 
Emphasis on Hormone Type; Men’s Lines Pick-up 


LEE MCKENNON 


New Orleans—A sharp tempera- 
ture drop has brought a high quota 
demand for creams, creams and 
more creams, retail buyers agree this 
month. The hormone type is still ex- 
tremely popular and is selling very 
well. ‘Tussy’s Hormone Creme, 
prominently displayed in one of the 
larger department stores, was draw- 
ing customers. 
leading request but those with the 
hormone content ring up the largest 
volume of sales. 


Night creams are a | 


Foundation creams and new 
make-up are another item very 
much in demand. Lentheric’s Sheer | 


Beauty is selling rapidly. Customers 
seem attracted by the name, pack- 
aging and of course Lentheric’s repu- 
tation. The make-up case offered 
free with each $1.50 box of cream- 


misted face powder was very success- | 


ful and sold other items of the line. 


Packaging still lures customers. 
Elizabeth Arden’s new idea, “Two 
colors are better than one” sold 


well here as the two lipsticks pack- 
aged together for $2.00 proved at- 
tractive and added up sales. The 
non-drying and indelibility features 
of these lipsticks were emphasized in 
the advertising and, the buyer felt, 
proved profitable. Indelible lipsticks 
are generally speaking, very much 
in demand. 
Perfumes which 
all summer have 
tempo. Nettie Rosenstein’s Oda- 
lisque and Tianne are very popular 


sold very 


as is Lanvin’s Arpege. Helena Ru- | 


y well | 
increased in sales | 


binstein’s White Magnolia is a 
steady seller here . . . this is a flower- 
scent town where perfume-buying is 
concerned. Of course Elizabeth Ar- 
den’s Cupid Breath and It’s You 
fragrances went very well in the re- 
cent mark-down sale. Women love 
sales and well-advertised products 
marked down in price pull them in 
which results in other purchases, 
buyers realize. 


Men’s Toiletry Lines Pick Up 


Max Factor’s Signature Lazy Shave 
is still selling very nicely—both to 
men for immediate use and_ to 
women for gifting. Men’s toiletries 
have picked up in volume, due 
probably to the approaching holi- 
days, the buyer says. 

And speaking of holiday buying, 
Christmas packaging is already very 
popular, having started selling well 
the last of October. Coty’s Crystal 
Slipper and Christmas Tree are al- 
ready nosing out the popular 7 scents 
in one package. One buyer com- 
mented that Christmas-wrapped cos- 
metics are far better sellers now 
than other group packaging. 

The Swift-Lift representative was 
here last week at a large department 
store and did a tremendous business. 
The aggressive advertising cam- 
paign, new product and demonstra- 
tions at the counter drew a gratifying 
response from women who are still 
very much interested in avoiding 
wrinkles and sagging muscles. The 
buyer was delighted. 


Boston Buyers Report Business Picks Up; 
Marsh Centennial Stresses Toiletries 


RUTH RESELAND 
Boston—Buyers here report that 
business has picked up considerably, 
thanks to Santa Claus and alert ad- 
vertising and promotion depart- 
ments. While volume won’t beat war- 
time records, it does promise to 
transcend anything we have seen in 
the last few years. And it is just about 
time too: buyers and sales heads alike 
had taken their share of aspirin 
lately. 

Among outstanding toiletries pro- 
motions the one by Jordan Marsh 
Co. deserves an Academy Award. A 
sixteen page Sunday insert featured 
Breck shampoo, at $1.75 per pint, 
Elizabeth Arden’s Snow Baby, hold- 
ing a bottle of solid cologne, at $1.85, 
Blue Grass Flower Mist at $1.65, 
Matchabelli cologne carols, two co- 
logne bottles in a gift box, at $1, Stra- 
divari dusting powder and its Pot- 
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| dusting powder, 


| pourri set, consisting of cologne and 


matching dusting powder at $2.50. 
Turnover, for a change, was every- 
thing the toiletries department had 


hoped for. The Elizabeth Arden 
Snow Baby fairly walked off the 
counter and mail orders are still 


coming in—a tribute to the pulling 
power of clever packaging. 

Other attractive packages which 
paid for their parking space were 
Helena Rubinstein’s Fragrance well, 
the top a bottle of White Magnolia 
cologne, the base a box of matching 
the combination 
looking like a wishing well, at $2.75. 
Tussy’s Snowman, complete with 
stove-pipe hat, containing Wind and 
Weather Lotion, at $1, ‘Tussy’s purse- 
sized Midnight Duo, with a lipstick 
at one end and a leak-prook perfume 
flacon in the other, at $1, John Rob- 
ert Powers’ Model’s Hat Box and 


Fragrance 


Bourjois’ 
with a flacon of Evening in 
Paris perfume, at $1.25, and Revlon’s 


Beauty Chest, 


Bell, 


holiday packaging of Aquamarine 
Lotion, called Snow Queen, at $1.15. 
The simple bottles of “Lucien I long 
perfume, on the other hand, also 
went very well. 

The men’s lines, which previously 
hadn’t come into their own, are fin- 
ally striking oil. His Spruce Up Kit, 
containing after-shave lotion, talcum 
powder, shave cream, hair dressing 
and soap, at $2.50, Lentheric’s Man 
About Town Kit, a combination 
package of after shave lotion and 
cologne, at $1, Seaforth’s Groom 
Stick, an after shave stick, at $1, Sea- 
forth Crystal Threesome, cologne, 
talc, and shave lotion, at $1.50, and 
Stoneware Trio, shave lotion, shave 
soap, talc, and two big stoneware 
jugs and a mug, all for $3.10, and 
Shulton’s Men’s Old Spice set, con- 
taining shaving mug, talcum and 
after-shave lotion, at $3.25, turned in 
amazing performances. How well 
these goods are going to stand up 
in the post-g -cift season remains to 
be seen. The majority of the buy- 
ers are keeping their fingers crossed, 
pinning their hopes on the possi- 
bility that articles introduced to the 
males as gifts may prove to be habit- 
forming. 

R. H. White’s ran an advertise- 
ment of Harriet Hubbard Ayer’s 
Even Steven Dice, with one eye 
Golden Chance cologne stick and 
the other a lipstick, and the entire 
package fairly rolled away at $2.50. 
The same advertisement also fea- 
tured Ayer’s Colettes set, with one oz. 
Golden Chance and one oz. Sweet 
William colognes, - $1.25 a very 
popular investment. La Cross Mani- 
cure sets, ranging in price from $1.95 
to $8.95, came fully up to expecta- 
tions. 


At long last 1951, which came in 


/ on a sour note, is leaving us with 


the bells of cash-registers gaily ring- 
ing in our ears. 


San, Siete and Dorsay 


Lead A Booming Buffalo 


MAGGIE FLEMING 

Buffalo—Business along “the 
stem” is stirring up consistently im- 
proved sales over last month. From 
Miss Shirley Dietrich, buyer at Op- 
penheim & Collins, 1t was learned 
that the wonderfully attractive pink 
and gold packaging of Tussy’s new 
Charme Rose ensemble has been re- 
sponsible for very active buying of 
the items in this line. Richard Hud- 
nut’s new plastic-bottled lotion deo- 


| dorant and penetrating cleanser in 
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plastic container have proven tre- 
mendously popular here. Circulars 
on Dorsay’s Intoxication, inserted 
with monthly bills to Oppenheim & 
Collins customers, have produced 
most encouraging sales stimulators, 
with the $3.00 size in toilet water 
and the $1.75 stick of solid cologne 
being the packages most in demand. 

Inserts sent out with monthly cus 


tomer bills on Ciro’s Quintette have 
exceeded all expectations at the 
Wm. Hengerer Co. These covered 


the $5.00 package of five different 
fragrances offered at $2.00. The in- 
serts were sent out over two weeks 
ago, and orders are still coming in 
on it. 

Frances Denney’s Invisible Beau- 
ty Strap was the highlight of this 
month’s business at Hengerer’s, 
stimulated by the presence of spe- 
cial Denney representative, Miss Jes- 
sie Thatcher, and tie-in ads. It was 
feared that this special promotion 
might suffer due to Buffalo’s unsea- 
sonal blizzards and 12-inch snow, 
but results have been exhilarating] 
to the contrary! 


Small Advertisements Raise Volume 


Mrs. Paulette French, Hengerer’s 
toiletries buyer, commented on the 
improved volume that has _ been 
achieved by small ads of 10 to 14 
inches, run consistently every week 
or ten days. She stated that results 
have far exceeded those of larger 
ads run with less frequency. Two of 
the items benefiting from this adver- 
tising technique were Denney’s In- 
visible Beauty Strap and Dorothy 
Gray's Cellogen. Other small-sized 
ads of this type that have built up 
remarkable volume are those of 
Milkmaid, whose cleansing milk 
and emulsion are enjoying a regu- 
lar, solid sales level. 

Hengerer’s perfume bar has done 
an exceptional amount of business, 
with a marked increase being noted 
in the demand for better perfumes 
and larger-sized packages of them. 
And all this has just developed by 
itself, without any special advertis- 
ing! Whether people are buying this 
early for Christmas gifts, or just feel- 
ing in a more expansive mood for 
their own  personal-use purchases 
could not be ascertained. But it was 
construed as a hopeful trend for 
general perfume purchases. 


Shadow Wave and Prom are the 
top leaders in home _ permanents 
right now. And whereas Arden’s 


duo-package lipstick at $2.00 has 
been selling rather slowly, it has 
developed that the purchase of this 
item is increasing as its effectiveness 
becomes better known through sat 
ished users. 


& Essential Oil Review 


Technical Abstracts 





Spontaneous Emulsification as 
a Result of Negative Interfacial 
Tension. (C.A. 45, No. 1, 1951). M. 
v. Stackelberg, E. Klockner, and P. 
Mohrhauer. Kolloid-Z. 115, 53-61 
(1949).—Tension between an oil 
levee contg. 5% to 20% long- 
chained fatty acid and an aik. soln. 
mr reased rapidly as the pH rises to 
, becomes neg. in the range to pH 
12 then rises above pH 12. Spon- 
taneous emulsification of a 10% 
oleic acid soln. in oil occurs in aq. 
solns. of pH 9 to 12, below 50° and 
of a 2% soln. below about 0°. Size 
of particle is detd. by a balance of 
surface forces. Miscible liquids have 
neither a pos. or neg. tension but 
lack interfacial tension. 


Assay of Safrol in Essential Oil 
of Sassafras. (C.A. 45, No. 2, 817, 
1951). Cryoscopic Method. Raul 
Dodsworth Machado and Amaro 
Henrique de Souza. Ministerio 
agric. Inst. Oleos (Rio de Janeiro) 
Bol. No. 6, 68-83 (1949).—Re- 
sults of a no. of assays are given. It 
is proposed to use the method of 
Guenther 2 Essential Oils, Vol. 
I, 1948, C.A. 42, 2402d) with adop- 
tion of the conversion table of 
Shukis and Wachs (C.A. 42, 4715g). 


Fat Oxidation in Pharmaceuti- 
eal Practice. (C.A. 45, No. 2, 815, 


1951) Erik Sandell. Svensk Farm. 
Tid. 54, 473-91, 501-13, 525-33 
(1950); cf. C.A. 43, 3976g.—The 


peroxide content of wool fat in- 
creased rapidly in an accelerated 
ageing test at room temp. and ex 
posure to air but not direct sun 
light. Addn. of 0.01% propyl gal 
late did not prevent the oxidation. 
Storage tests in closed containers 
did not prevent the oxidation bu: 
addn. of propyl gallate prevented 
it. During oxidation an appreciable 
increase takes place in water-sol. o° 
idizable products. Addn. of 0.01°, 
salicylaldoxime did not prevent the 
oxidation whereas Na diethyl di 
thiocarbamate 0.02% hydroqui- 
none 0.01%, and propyl gallat« 
0.02% were good antioxidants. 
Ibid. 545-56.—In vitamin A-contg. 
liver oils peroxide formation paral- 
lels a decrease in vitamin A content: 
diffused daylight seemed to_ in- 
crease the oxidation. Addn. of anti- 
oxidants prevented or decreased 
the oxidation and destruction ol 


the vitamin content. Prepn. by 
diln. of the fish-liver oil with pea- 
nut oil demonstrated an increased 
stability of vitamin A. Ibid. 573-83. 
English summary and 213 refer- 
ences. 


From Laboratory and Dispen- 
sary. III. A New Emulsifier of the 
Fatty Aleohol Type. C.A. 45, No. 
2, 815, 1951). R. Kress (Lowenapo- 
theke, Gotha, Ger.). Deut. Apoth.- 
Ztg. 62, 204-5 (1950); cf. Apoth. Ztg. 
61, 139 (1949).—Emulgade K, a 
mixt. of high mol. wt. fatty alecs., 
their sulfates, and other emulsi- 
fiers, is described. 


Aldehyde Derivative (C.A. 45, 
No. 2, 828, 1951). Cilag Ltd. Swiss 
266, 516, Apr. 1950 (Cl. 116i). 
Shake 40.8 g. p-aminobenzoic acid 
in 150 cc. 2 N NaOH with 24 ce. 
40% HCHO, add 180 cc. MeOH 
after 4 hrs., stir into 7.2 1.Me,CO 
contg. enough acid to give a pH 5. 
After standing for a short time 
32.2 p-hydroxymethylaminoben- 
zoic acid separates; it is sol. in alka- 
lies, little sol. in EtOH, and poorly 
sol. in H,O, Et,O, CHCl,, and 


C,H,. The compd. is to be used 
therapeutically and as an anti- 
septic. A. E. Meyer 


Influence of Wool Fat on Some 
Properties of Wool Fiber. (C.A. 
45, No. 2, 865, 1951) Stig Kjell- 
strand. Ing. Vetenskaps Akad. 
Hand. No. 204, 5-28 (1950).— to 
clarify the causes for the detrimen- 
tal effects of the com. cleaning proc- 
esses, K. investigated the influence 
of the wool fat content on the stiff- 
ness, strength, elongation, and con- 
ditioning rate of wool fibers and on 
the wear resistance of wool fabrics. 
Tests on 5 samples contg. 0.08- 
8.72% of fat showed that torsional 
stiffness, strength, and elongation 
were not affected by the wax con- 
tent. Rate of moisture absorption 
and desorption increased with de- 
creasing fat content. Wear resistance 
deted. by abrasion with SiC paper 
was approximately the same for the 
original fabric contg. 0.5-0.7% fat 
as for a fabric extd. with C,HCl, to 
a content of 0.1-0.2% fat. Wool fat 
affects the phys. properties of a 
wool fabric primarily by acting as 
a lubricant between the fibers. 

J. Phragmen 
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WED es cxvcire and PROMOTIONS 


REVLON is gift-marketing Happy 
Thought, a brocade manicure case, 
at $8.50; Masterpiece, a complete 
assortment of manicure prepara- 
tions in a cowhide case, at $29.50; 
Fashion Filly, a novelty pony pack- 
age with nail enamel, at 70 cents, 
and Holiday Champagne, a cham- 
pagne bottle concealing lipstick 
and nail enamel, at $1.80. 


WESTINGHOUSE Electric Corp.’s lamp 
division is introducing Odorout, 
an ozone lamp which is said to 
destroy objectionable odors elec- 
tronically. 


CICOGNE, INC. is introducing Their 
Preference, a new shaving soap in 
a bowl similar to Stork Club ash 





Cicogne’s Their Preference 


trays. The ash tray holds 14 ozs. of 
white soap and is packaged in a 
glossy black and white checkered 
flat box. The package bears _pic- 
tures of four celebrities, who are 
said to endorse the product. It sells 
for $2.95. 


KATHLEEN MARY QUINLAN is market- 
ing a new skin lotion, Balanced 
Beauty, for the neck and throat. It 
retails for $5 per four oz. and $8.75 
per eight oz. size. 


RICHARD HUDNUT offers a_ special 
combination package, Change of 
Face, featuring DuBarry Cleans- 
ing Cream and DuBarry Creme Su- 
perbe. The limited time combina- 
tion retails for $1.75, the price of 
the cleansing cream alone. 
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Helene Curtis hair spray 


HELENE CURTIS INDUSTRIES, INC. is 
marketing Spray Net, previously 
distributed to salons, for the retail 
trade. The liquid, which is sprayed 
onto the hair, is claimed to protect 
it against wind and weather, yet 
leaving it soft and lustrous. In a 
plastic 314 oz. squeeze bottle it sells 
for $1; a 5 oz. aerosol type can 
sells for $1.75 


CHERAMY will offer a complimen- 
tary bottle of April Showers co- 
logne with each purchase of regular 
75 cent stick deodorant in the same 
fragrance. The promotional pack- 
age goes on sale December 26 and is 
intended to obtain extra deodorant 
business in January and February. 


ROUX DISTRIBUTING CO, is tieing in a 
new advertising campaign with 
special salon deals involving Roux 
Color Shampoo, Oil Shampoo 
Tint, Roux Superoxide in two sizes, 
Creme Shampoo, Creme _ Rinse, 
Creme Hairdressing, and Hair Lac- 
quer. The advertising promotion 
will use full color pages in major 
women’s magazines and an exten- 
sive newspaper advertising cam- 
paign, said to be the largest ever by 
any hair coloring manufacturer. 


MADEMOISELLE’S February _ issue, 
centering around bridal fashions, 
and also featuring perfume and 
make-up items, will touch off tie-in 
promotions in 760 stores in 760 cit- 
ies. Of these, 686 have signed up 


for a subsidiary promotion based 
upon an editorially featured nine- 
page portfolio of SS 
toiletries goods—for St. Valentine's 
Day, showers and trousseaux. The 
products will have a rose motif, 
symbol of the publication, or will 
be rose colored. All participating 
stores will receive promotional 
packets from the magazine, con- 
taining sketches for window and in- 
terior displays and local newspaper 
advertisements, 


BONNE BELL, INC. is launching a na- 
tional advertising campaign em- 
ploying newspapers, radio, televi- 
sion, leaflets and counter cards, to 
introduce its Plus 30 Hormone 
Hand Lotion. The product copy 
will center around the slogan: 
“Don’t let your hands tell time!” 
The product contains lanolin and 
2500 estogenic hormones per oz. It 
retails for $1.25 per 4 oz. blue and 
pink bottle. Bonne Bell, vice-presi- 
dent, is appearing on radio and 
television broadcasts in eastern and 
southern cities in connection with 
her visit to distributors of the firm’s 
products. New York, Philadelphia, 
Detroit, Cincinnati, and Louisville 
are among the cities scheduled for 
the tour. 


ASSOCIATED BRANDS, INC. is Offering 
Kidmetics Kiddie Kit, a transpar- 
ent pink and blue vinyl plastic 
over-the-shoulder-bag = containing 
three one oz. bottles of Sugar ‘n 
Spice cologne, bubble bath, and 


A,” 
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Associated Brand's Kidmetics Kiddie Kit 


Vegetable Oil Shampoo. Packaged 
in a colorful box, it retails for $1. 
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POND's is distributing improved 
shade selectors for store display, one 


featuring Dreamflower face powder 





Pond’s powder counter card 


and the other lipstick and rouge. 
Both will replace models currently 
in use. The face powder shade se- 
lector, made of glossy black plastic 
with a detachable easel, shows col- 
ors duplicating eight actual face 
powder shades, and are set in re- 
cessed chips. Copy lists the proper 
shade names and gives a brief de- 
scription of each. The lipstick and 
rouge shade selector is made of 
laminated cardboard with eight 
lipstick shades reproduced in the 
form of embossed lips on one side. 
On the reverse side, a rouge chart 
suggests shade combinations for 
matching Pond’s Lips and Cheeks. 


MILKMAID, INC. is promoting Pyxie 
Pink, described as a pure pink lip- 
stick shade, for the teen-age trade. 
The price is $1.50. 


corty is marketing a Christmas Per- 
fume Bell, made of gold metal 
coated plastic with a purse size bot- 
tle of perfume. The bottle, which 
contains over a dram, is attached 
at the top by a ribbon, the color of 
which varies according to which 
of four different perfumes it con- 
tains. The package retails for $2. 


HOUBIGANT has paired its regular 
$1.10 Quelques Fleurs hand lotion 
with an introductory size of its new 
Quelques Fleurs body powder, the 
combination to retail for $1.10 
starting December 26. A regular 
size of the body powder in a metal 
container, at 85 cents, will be in- 
troduced at the same time. 


HELENA RUBINSTEIN will sponsor its 
sixth annual January promotion 
of Hormone Twins. The combina- 
tion package of the $3.50 size of 
Estrogenic Hormone Cream and 
the special 1 oz. $2.50 size of Estro- 
genic Hormone Oil will sell to- 
gether for $3.50. The promotion 
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will be backed by more extensive 
national advertising in newspapers 
and magazines than in preceding 
years. 


PEGGY SAGE is introducing a new air- 
travel kit, to retail at $5.95. 


LIQUINET CorP. will promote Aero- 
sol and Liquinet, described as a 
liquid net to protect hair and keep 
curls set, in an expanded advertis- 
ing campaign in 1952. The empha- 
sis will be on newspapers, while 
national magazines, radio, and tel- 
evision will also be used. In the 
\erosol line, a new five oz. $1.75 
can will be featured, as well as the 
original eleven oz. size and the 
smaller plastic bottle unit. 


HARRIET HUBBARD AYER is introduc- 
ing Cleanse-Ayer, a liquid cleanser 
in “white plastic squeeze bottle vag 
gold lettering and a gold cap. I 
sells for $1.50 per six oz. 


DERMETICS introduces Creme Mas- 
cara in a tube. The mascara comes 
in three colors and is said to main- 
tain its consistency. The tube is pink 
with blue lettering and is packaged 
together with a brush in a round, 
transparent plastic carrying case, 
and sells for $1. 


CHRISTIAN DIOR’s Eau de Toilette has 
been repackaged. A black and white 
houndstooth check pattern encircles 
the base of the flacon, and the travel 
cap matches it. It sells for $3.50 per 
two oz. size, and $6.50 per four ozs. 


MARY CHESS INC. will step up its pro- 
motion of Bath Mit, stressing use 
by every member of the family 


Described as a perfumed soap and 
washcloth in one, it has a strap to fit 
over the hand. The product comes 





Mary Chess Bath Mit package 


in six fragrances and sells for $1.50 
each, $7.75 per box with six mits. 


Chessman Bath Mit for men sells 
for $1.50 each. 


WRISLEY Soaps and Toiletries will 
celebrate their 90th anniversary 
during 1952 with special promo- 
tions of various products through- 
out the year. A combination Four 
Season Lotions unit consists of two 
i2 oz. bottles to retail at $1.50 in- 
stead of $2 from December 26 
through January 31. Onsale for a 
one month period early in ’52 will 
be a special Bath Superbe Ac- 
quaintance package consisting of a 
regular four cake box with an ad- 
ditional cake attached to an im- 
printed sleeve, to retail for $1.25, 
the regular price of four cakes. 


DERMETICS adds S. A. 


soap to its 
line. Described as a 


castile type 


soap with the same hydronized oil 





Dermetics S. A. soap 


of its S. A. Cleanser, it is claimed 
to lather instantly and in any wa- 
ter. The cream-tinted soap is pack- 
aged in a cream-and-gold box with 
gold-foil lining. It sells for $1 per 
package containing six guest-size 
cakes and $1.50 per box with three 
personal size cakes. 


HELEN NEUSHAEFER will introduce 
Everon Indelible Creme lipstick in 
six shades, to retail at 89 cents. 


LUCIEN LELONG will offer two two oz. 
bottles of perfume for $200 each. 


LENTHERIC is providing dealers 
with a lithographed multi-plane 
cardboard window display with 
replicas of the Tweed products. A 
sign post lists the prices. Another 
window display is a three-planed 
Christmas-card-light presentation 
featuring a sleigh with opened 
Lentheric gift packages. A point-of- 
sale lithographed cardboard coun- 
ter-basket holds actual containers 
of Tweed Perfume, Toilet Essence, 
and Icicle. 
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S.C. C. Medalist for 1951 


Vaison G. deNavarre. editor. author, chemist and lecturer 


awarded prized honor by Society of Cosmetic Chemists 


at banquet in Hotel Biltmore, New York, December 6 


AISON G. vENAVARRE, 
technical editor of THE 
AMERICAN PERFUMER-= and 


vice president in charge of 
manufacture and research for Cos- 
metic Laboratories Inc., a subsidi- 
ary of Beauty Counselors, Inc., De- 
troit, Mich., was awarded the 
medal of the Society of Cosmetic 
Chemists at the annual banquet of 
the association in the Biltmore Ho- 
tel, New York, N.Y., on the eve- 
ning of December 6. The medal 
was presented to Mr. deNavarre on 
behalf of the Society by President 
Everett G. McDonough. Dr. Emil 
G. Klarmann of the Executive 
Committee spoke on “deNavarre, 
the Cosmetic Chemist” and Har- 
land J. Wright, vice president, 
Moore Publishing Co. and _ pub- 
lisher of THE AMERICAN PERFUMER, 
made “deNavarre, the Man,” the 
subject of his address. 

The award was made in recogni- 
tion of Mr. deNavarre’s contribu- 
tions to the industry as a chemist, 
as the author of the leading book 
on the manufacture of cosmetics, 
as a lecturer before lay and _ tech- 
nical groups and as an active and 
outstanding force in various othe 
ways in the development of the 
cosmetic industry along sound 
lines. 

His work as expert consultant to 
the Engineers Board, Camouflage 
Branch, at Fort Belvoir, Va., during 
the war was notable. He has served 
on the U.S. Pharmacopoeia and 
National Formulary revision com- 
mittees and is a member of the 
Committee of Experts for the 
American Pharmaceutical Assn. as 
well as the Recipe Book commit- 
tee. He is a life member of the 
American Pharmaceutical Assn., a 
Feliow of the American Institute 
of Chemists and a member of the 
(American Chemical Society, the 
Society of Cosmetic Chemists, the 
American Oil Chemists Society, 
the Society of Public Anialists, 
(London), the Society of Chemi- 


December, 1951 


442 





Maison G. deNavarre 


cal Industries, Phi Delta Chi Pro- 
fessional Fraternity and other as- 
sociations. He is listed in American 
Men of Science, Who’s Who in the 
Midwest and Who Knows and 
What. As a speaker before lay and 
technical groups he is in fairly con- 
stant demand. In fact he is sched- 
uled to give a lecture in Akron, 
Ohio, before a_ section of the 
American Chemical Society on De- 
cember 13 and before the Analyti- 
cal Chemists on January 13, 1952. 
In the past he has presented papers 
before the Society of Cosmetic 
Chemists, the Toilet Goods Assn., 
the ‘Toilet Goods Manufacturers 
Assn. of Canada and numerous 
other scientific and professional as 
sociations. 

Recently Mr. deNavarre has been 
negotiating with the Detroit Board 
of Health to establish a clearing 
ofice for cosmetics in case of an 
accident; and will serve in some 
consulting capacity to the Board of 
Health. 

Mr. deNavarre was born in po- 
land in 1909 and came to the 
United States with his parents in 
1910, settling in Reynoldsville, Pa. 
Later the family moved to Clear- 
field where his grade school educa- 
tion was started which was com- 
pleted in Detroit, Mich. He was 
an apt student and while a junior 
in high school taught a class in 
trigonometry. After finishing high 


school he studied pharmacy at 
Wayne University where he took 
his Ph.C. degree in 1929 and his 
B.S. degree in 1930. In his senior 
year he wrote a thesis on cosmetics 
and perfumes. Subsequently he 
conducted a class in cosmetic for 
mulation at the university. 

Since boyhood he has been inter- 
ested in cosmetics. During his 
school years while working in drug 
stores he concentrated on the toilet 
goods departments. In his spare 
time in a laboratory constructed in 
the basement of his home he made 
various creams and lotions with 
the thought of manufacturing 
them for sale. However at vari 
ous times he earned fees as a con- 
sulting chemist and with the pass- 
ing of time his advice was sought 
so frequently that he resigned from 
the drug store where he had been 
working so as to devote all of his 
time to consulting work on cos- 
metic problems and to writing 
about them for THE AMERICAN PER- 
FUMER. In fact he has been writing 
articles for this journal for almost 
twenty years. His well known col- 
umn Desiderata has appeared in 
each issue of THE AMERICAN PER- 
FUMER for about fifteen years and 
the useful series of scientific bulle- 
tins which were issued between 
1935 and 1942 were prepared by 
him. His book “The Chemistry 
and Manutacturere of Cosmetics” 
which was first published in 194] 
has gone through seven editions 
and is being revised for its eighth 
edition. Another book “Production 
Control and the Analysis of Cos- 
metics’”” was also started but the 
pressure of the war years inter 
ferred with its completion. 

In 1946 Mr. deNavarre aban- 
doned his flourishing consulting 
practice after seventeen years of 
work to devote all of his time to 
Beauty Counselors Inc., Detroit, as 
vice president in charge of manu- 
facturing and research for Cos- 
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Hints for Improving Production 


How to better employee relations. . 


Ten practi- 


cal suggestions founded on broad experience for 


handling complaints and grievances of employees. 


66 OU have to understand 
them! When an employee 
has a complaint or griev- 

ance it’s almost impossible to ar- 
rive at a correct conclusion with- 
out first learning to understand the 
reasons for the complaint, why it 
is made and what lies behind the 
grievance.” 

Those are the sentiments of 
more than two score executives 
contacted on the question of how 
one can better handle the problem 
which is becoming more and more 
prevalent in these times. 

“We used to have one or two 
complaints a week ... now we have 
dozens,” several observed. Peoples’ 
nerves are on edge, their demands 
more exacting those are rea 
sons. 

In paragraphs to follow are ten 
of the most often presented meth- 
ods of handling the problem. They 
were mentioned by almost every 
executive as having been success 
ful in his own use. They are appli- 
cable to any size operation. 

(a) “Don’t settle grievances im- 
mediately,” is the advice of every 
executive. Interview the employee 
who has a complaint or grievance 
and hear his story with a friendly 
discussion of the problem. But 
don’t attempt to settle it then and 
there. It pays to take a little time 
to reach one’s decision. It pays to 
take time to formulate the way we 
will handle the problem. W hen the 
decision is presented the employee 
should also be told the reasons for 
so doing. 

(b) “Explain what you do,” is 
one executive’s way of presenting 
another important point. Often an 
employee complaint can be com- 
pletely smoothed over when we ex- 
plain the whys and wherefores be- 
hind the occurance or the rule in- 
volved. Our fellow man can always 
be trusted to give us a better un- 
derstanding when we have made 
clear the reasons for our position 
on any matter. No executive has 
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to take an employee into intimate 
details of the business operation 
but oftentimes giving the it employee 
an insight into one’s problems will 
materially aid in doing away with 
fancied complaints or causes of 
grievance. 

(c) “Remember that the em- 
ployee is usually right from his 
viewpoint,” is another good sugges- 
tion to follow. Most of us believe 
honestly and sincerely that our 
viewpoint is the right one. 

(d) “Don’t quibble,’ is one ex- 
ecutive’s advice and others add 
such suggestions as not procrastinat- 
ing or giving foolish reasons for 
one’s settlement of the problem or 
attempting to “josh” an employee 
out of a grievance. Such procedure 
infuriates any employee with a 
grain of intelligence. It gives the 
employee the thought that we con- 
sider their complaint “childish” 
and does nothing toward smooth- 
ing the path toward a mutual un- 
derstanding. 

(e) Be quick to acknowledge an 
honest error as soon as it has been 
discovered. This offers a demonstra- 
tion of one’s own honesty and fair 
dealing. It inflates the ego of the 
employee. ‘Trying to cover up an 
honest error will only make mat- 
ters worse; everyone realises that 
no one is perfect and that all of us 
sometimes make mistakes. 

(f) Imaginary troubles on the 
part of employees are encountered 
almost daily. Solving them calls for 
understz nding that though they 
are in fact imaginary they are very 
real and important to that partic- 
ular individual. 

(g) “You'll always find it a lot 
easier to settle such problems if you 
always keep close contact with your 
employees,’ comments one execu- 
tive. Satisfying and adjusting com- 
plaints and grievances is made 
more difficult when we have lost 
touch with the employees’ view- 
point. When we have an under- 
standing of ourselves from the 


other side of the fence we will find 
adjustment of differences a much 
easier matter. 

(h) A person convinced against 
his will is still unconvinced. The 
speediest way to secure a satisfac- 
tory solution to anyone’s complaint 
is to try to get them to convince 
themselves. Using high pressure 
arguments merely convinces a per- 
son at that particular moment. 
When our “spell” has worn off the 
complaint or grievance becomes of 
greater magnitude and will be 
even more difficult to settle. 

(i) “Be careful of establishing a 
precedent in arriving at a solu- 
tion,” is advice often heard. It is 
one of the reasons for the first sug- 
gestion that a period of time be 
allowed to elapse before presenting 
one’s solution. It is wise to settle 
any grievance if we can but not 
when this will create a precedent 
that may be harmful in the future. 


Sense of Humor Helpful 


(j) A sense of humor is always 
important in handling any com- 
plaint or grievance. The average 
employee presents his complaint 
with a chip on his shoulder and 
a belligerent frame of mind. We 
have to change this before a rea- 
sonable solution can be worked 
out. Nothing will do it better than 
the use of a good sense of humor 
coupled with understanding. 

Every problem needs individual 
analysis and treatment for solution 
but basing such individual treat- 
ment on the procedures outlined 
above will make even the most difh- 
cult problem an easier one to 
handle. 

Difficult times create complaints 
and grievances among employees; 
even the best firm will have them. 
Making the solution to each prob- 
lem the simplest and most straight- 
forward one has always been the 
wisest procedure to follow.—E. W. 
Fair. 
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Fiber Drum Package 


Shipment of non-corrosive, non- 
flammable liquids in quantities 
greater than dive gallons is being 
accomplished successfully in a new 
fiber drum, package of 55-gal. ca- 
pacity in which a polyethylene en- 





ee cue 


400 Ib. Drum After 2 ft. Drop 


velope is protected at the base by a 
heavy boot of creped duplex kraft 
paper. Asserted advantages  in- 
clude the ability to withstand ship- 
ping abuses, a tare weight 50 to 75 
per cent less than that of conven- 
tional containers and the ability to 
open and reseal the container 
while still protecting the contents. 
U.S. Pat. No. 2,511,481 owned by 
Rohm & Haas Co. covers this new 
drum package. Licenses are avail- 
able on a nominal basis to respon- 
sible shippers. None of the ele- 
ments of the drum package is man- 
ufactured by the Rohm & Haas Co. 
but all are purchased from these or 
other suppliers: Continental Can 
Co., drums; Visking Corp., film; 
Shellmar Products ae Kellog 
Container Div. of 5. Envelope 
and Hedwin San for conversion 
of film into envelopes; and Cincin- 
nati Industries Inc., boots. Users 
must obtain shipping permits from 
one of the four railroad classifica- 
tion committees for rail shipments 
and from the National Classifica- 
tion Beard for truck shipments. 


New Aluminum Foil Containers 


For packaging the neutralizer 
component of wave lotion kits or 





Foil Container Making Machine 
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other products requiring unit 
packaging or moisture vapor pro- 
tection, a new aluminum air tight 
package which is said to be accur- 
ate in fill is made possible by the 
Heco packer machine of the Holmes 
Equipment Corp. Each machine is 
tailored to the product it packages. 
The packer automatically prints, 
forms, fills, seals and cuts off a con- 
tinuous stream of complete pack- 
ages up to 120 per minute. It also 
packages pastes and tablets. 


Plastic Piping 


A rigid, corrosion resistant plas- 
tic piping that is expected to find 
wide use in the chemical and food 
processing fields is offered by Clo- 
pay Corp. It is a oir ¢ chloride 
plastic extruded in U.S. standard 
pipe and tubing sizes. It is said to 
be resistant to acids and alkalis. 


Stainless Steel Coating 


Stainless steel coating for all 
metal surfaces is offered by Steel- 
cote Mfg. Co. and is especially use- 
ful for coating machinery that 
should be made out of stainless 
steel but is not, due to present 
shortages. 


Automatic Package Imprinting 


A new automatic package im- 
printing machine 
coder 
Gottscho Inc. 
the need for a compact, 


called the Rola- 
101 is announced by Adolph 
It is designed to fill 
friction- 





For Imprinting Smal! Containers 
powered production-line attach- 
ment that will produce spot regis- 
tered imprints of code dates, 
weights, sizes, flavors and other 
supplementary information on 
small sized cartons. It is also suit- 
able for imprinting cans, canisters 
and bottles. It imprints legends 
containing up to four lines of copy 
occupying a maximum depth of 
one inch and a maximum length 
of five inches on the top or side of 
cartons as they pass through a car- 
toner or sealer or along a chain or 
belt conveyor. 





New Industrial Humidifier 


A new humidifier for industrial 
use which requires no _ ducts, 
pumps, compressed air or steam 
lines is offered by the Industrial 
Materials Purchasers Co. According 
to the maker’s description, each 





Atomization by Centrifugal Fo-ce 


unit is complete in itself and only 
requires a water feed line. No re- 
turn water line is required. The hu- 
midifier works on the principle of 
atomization through centrifugal 
force and the vapor is emitted in a 
mist like form. 


Com-Bin Feeder 


For feeding uniformly almost 
any sticky mastic material or any 
product that is not free flowing 
due to high moisture or oil content 
the Pulva Corp. offers the com-bin 
feeder. The feeders will be offered 
in a large range of sizes from a Ca- 
pacity of about 5 Ib. to 50 tons. 


Higher Powered Trucks 


Increased horsepower for all 
models of its industrial trucks has 
been announced by Truck-Man 
division of the Knickerbocker Co. 
The power change from 4.4 h.p. to 
5.8 h.p. represents an increase of 
32 per cent. The trucks include 
skid lift and pallet lift models, util- 
ity platform and tractor types with 
360 deg. steering and pneumatic 
drive nei The increased power 
meets the demand for top perform- 
ance with rated loads of 3500 Ibs. 
and on steep inclines it is pointed 
out, 





Higher Power for Steep inclines 
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New Products and Developments 


Small Electron Microscope 


A new table model electron mi- 
croscope 30 inches high which 
magnifies up to 50,000 diam. by 
photographic enlargement or 6000 
direct is announced by RCA Victor 
Div. of the Radio Corp. of Amer- 
ica. An hour's instruction is suffi- 
cient for those familiar with opti- 
cal instruments to produce well fo- 
cused pictures. 


New Perfume Additive 


A new perfume additive called 
compound 77-B is announced by 
the Tennessee Eastman Co. Accord- 
ing to the manufacturer the odor is 
quite distinctive although similar 
in some respects to oil or patchouli 
or oil of vetivert. Samples will be 
sent on request. 


New Bactericidal Compound 


A new chemical compound that 
is said to be bactericidal, fungici- 
dal, anti-histaminic and at the same 
time provides a surface anesthetic 
has been synthesized by Dr. Mel- 
ville Sahyun of Sahyun Laborato- 
ries. The new organic compound 
known as diaphine hydrochloride 
is said to be effective i in clearing up 
burns, infectious diseases of the 
skin such as eczema, ringworm, im- 
petigo and athlete’s foot. 


New Test Soiled Fabric 


A new test fabric that will help 
industrial laboratories find out 
how clean and bright a soap or syn- 
det really gets the family wash has 
been announced by Foster D. Snell 
Inc., 29 W. 15 St., New York, 
N.Y. The fabric is an artificially 
soiled cotton fabric so soiled that it 
resembles natural grease, grime 
and dirt and so designed that it can 
give results by being washed once. 
Full information as to prices, avail- 
ability and use will be sent on 
request. 


Wax or Wax Extender 


Emery A-805-R_ stearanilide, a 
hard, odorless, waxy solid has been 
developed by Emery Industries Inc. 
At higher temperatures, solubility 
in solvents increases and upon cool- 
ing, it is pointed out, its unusual 
ability to hold large quantities of 
solvent results in the formation of 
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a gel. Because of its wax like char- 
acter and compatibility with other 
waxes stearanilide shows promise 
as a wax or wax extender for nu- 
merous uses. 


Rectangular Shaped Sleeves 


Shelltube, a single lined corru- 
gated strip scored for rectangular 
shaping and securely gum taped at 





How Sleeve is Utilized 


the seam is offered for packing cans 
and other packages by Shelton 
Mfg. Co. It comes in tubed rolls of 
250 lineal feet or cut to specified 
lengths. 


Test for Sunburn Creams 


An improved spectrophotomet- 
ric test designed to determine the 
ultraviolet transmittancy of sun- 
burn creams has been announced 
by Food Research Laboratories 
Inc. By this technique the ‘ability 
of a cream or ointment to filter out 
a portion of the actinic rays of sun- 
light is determined for a thin film 
of measureable and uniform thick- 
ness. The test has been incorpo- 
rated into military specifications of 
the U. S. Army Quartermaster 
Corps for sunburn preventive 
preparations in cream paste form. 
The method or an adaptation of it 
for lotions may be used as a pre- 
liminary test prior to evaluating 
the effectiveness of anti-sunburn 
preparations by means of the Ery- 
thermal Quotient Test as_per- 
formed on human subjects. 


New Solvent 


Solvarom a new solvent which is 
said to be especially valuable for 
all crystalline aromatic chemicals, 
gums and resins has been devel- 
oped in the Dodge & Olcott re- 
search laboratories. It is said to be 
superior to diethyl phthalate, ben- 
zyl benzoate, benzyl alcohol and 


similar organic solvents. It is a 
high boiling, polyoxy aromatic 
ether. According to Dodge & Ol- 


cott, 180 Varick St., New York, 
N.Y. it is stable in all proportions 
in essential -oils and mineral oil 
and is clearly soluble in 114 volumes 
of 70 percent alcohol. It is chemi- 
cally inert and completely stable in 
the presence of alkali and so is use- 
ful in soap formulation. Further, it 
is pointed out, it has the effect of 
giving “lift” to all solutions. It is 
sold in 25 lb. cans and 400 Ib. 
drums. 


Trade Literature 


The 1951-1952 Drug Topics Red 
Book is full of useful information. 
Published annually by the Topics 
Publishing Co., 330 W. 42nd St. 
New York, 18, N.Y. it is distrib- 
uted to over 61,000 concerns. In its 
580 pages it lists about 125,000 toi- 
letry and proprietary items: notes 
about 49,000 price changes and 
covers 19,000 new products and 
sizes. In the manufacturers’ section 
6,783 firms are listed. The contents 
covers in appropriate sections 
Pharmacy and Professional Data; 
Product Information; Manufactur- 
ers’ catalogs; Products Index; Mer- 
chandising Guide and a List of 
Manufacturers. The book is well 
indexed. 


Phenylacetic acid is treated in a 
technical data bulletin issued by 
Kay-Fries Chemicals Inc. It covers 
properties, specifications, suggested 
applications and contains a synop- 
sis of work reported in the litera- 
ture. 


The analysis of alkalies is cov- 
ered in a new completely revised 
edition of technical and engineer- 
ing service bulletin No. 9 of the 
Solvay Sales Div., Allied Chemical 
& Dye Corp., 40 Rector St. New 
York, N.Y. It contains 72 pages of 
text, tables, charts and indexes. 
New additions or revisions include 
the recalculation of analytical fac- 
tors to the basis of the 1948 Inter- 
national atomic weights, a color- 
imetric test for iron and copper 
and a temperature correction table 
for volumetric solutions. Copies 
may be obtained on request to the 
company at the address given. 
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Ammonium Thioglycolate 


Purity in Tonnage Produced by Specialists in 


the Sulphur Compounds Field. 


This Ammonium Thioglycolate meets the metic- 
ulous demands of leading cosmetic manufac- 
| turers and it's stability and uniformity have 

been firmly established in the entire Permanent 


Wave Industry 


HALBY PRODUCTS CO. 


WikLMINGTON, DELAWARE 


Sales Representatives 


East of Rockies: Western States: 
STANTON SALES CO. McNERNEY CHEMICAL CO. INC. 
14 NORTH MICHIGAN AVE. 2800 EAST ELEVENTH ST. 
CHICAGO 2, ILL. LOS ANGELES 23, CALIF. 


Canada: P. N. Soden & Co., Ltd., Montreal 
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Flavor Developments in 1951 


Coumarin derivatives. . 


Synthetic musks. 


. . New 


method for analysis of aldehydes and ketones. . . . 


Lignin Products. 


S noted in previous articles 
in this section, there were a 
number of papers presented 
at the Diamond Jubilee meeting of 


the American Chemical Society 
and of the XIIth International 
Congress of Pure and Applied 


Chemistry which were of interest 
to Flavor Chemists and Flavorists 
as well as to the Flavor industry. 
A number of these papers were de- 
scribed in some detail in those pre- 
vious articles and and in this one 
some others that were presented at 
the latter meeting will be consid- 
ered. 


Coumarin Derivatives 


A. Mangini and R. Passerini, of 
the Istituto di Chimica Industriale 
della Universita degli Studi, 
Bologna, Italy presented, by title, 
a paper entitled “Researches on 
Coumarin Derivatives.” The ab- 
stract indicated that they did the 
following work. Based on the fact 
that the 3-alkyl- and the benzoal- 
kylcoumarins have odorous prop- 
erties analogous to coumarin itself 
while the 4-alkyl and 3,4-dialkyl 
derivatives are odorless, one can 
conclude that the former are much 
more readily oxidized than the lat- 
ter. These authors examined the 
ultraviolet absorption spectra of 
coumarin and its methyl, halogen, 
and methoxy- derivatives as a 
means of finding out the correla- 

°Pp 


rofessor of Chemical Engineering, Poly- 
technic Institute of Brooklyn. 
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tion, if any, of their odor proper- 
ties, oxidizability, and ultraviolet 
absorption. 

These investigators were appar- 
ently able to characterize the 
chromophores responsible for the 
ultraviolet absorption and were 
able to observe the influence of the 
substitution of the various groups 
mentioned on the absorption but 
were unable to find any correla- 
tion between the odor power and 
the ultraviolet absorption. The 
work is being continued but an at- 
tempt will be made by means of 
polarographic measurements to 
find the relationship, if any, be- 
tween the odorous properties of 
these compounds and their oxido- 
reduction potentials. 


Synthetic Musks 

‘The work of R. U. Lemieux, Na- 
tional Research Council Saska- 
toon, Sask., Canada points up the 
fact that materials can be made by 
microbiological methods, which 
alter separation, can be used di- 
rectly or after additional reactions 
as flavoring or perfume materials. 
This investigator noted that the 
corn smut, Ustilago zeae, in aerated 
submerged cultures produces a 
mixture of glucolipids which have 
strong in vitro antibiotic proper- 
ties. These are known as ustilagic 
acids and the yield is of the order 
of 10 to 15 grams per liter of ferm- 
entation mixture. These glucolip- 
ids have not been completely sep- 


. . Discussion of each. 


arated but Lemieux has shown 
that the mixture probably consists 
of 70% monoacetylmono-L-beta-hy- 
droxy-n-caproyl, 25% monoacety|- 
mono-L-beta-hydroxy-n-caprylyl,and 
5% monoacetylmono-n-caproyl de- 
rivatives of an amorphous material, 
glucoustilic acid, which corresponds 
in composition to that expected for 
a di-p-glycosyldihydroxy-hexadeca- 
noic acid. 

This author established that glu- 
coustilic acid is a mixture. By trac- 
tional crystallization of the esters 
formed by methanolysis, the glu- 
cose residues were removed and a 
pure methyl ester was obtained 
[which had a melting point of 85.5 
deg. C., a specific rotation of + 0.6 
deg. in chloroform] of a_ dihy- 
droxy C,,-acid which had a melt- 
ing point of 112-3 deg. C. and a 
specific rotation of —8 deg. in 
methanol. This substance was 
called ustilic acid A and it was es- 
tablished that the structure of us- 
tilic acid A corresponded to levo- 
15, 16-dihydroxypalmitic acid. 
When this was oxidized with 
chromic oxide in acetic acid, four 
oxygen atoms per mole were taken 
up with the formation of pentade- 
canedioic acid. 

The mixture of ustilic acids was 
converted by oxidation with 
chromic acid followed by esterifi- 
cation and fractional distillation to 
the dimethyl ester of pentadecane- 
dioic acid in 55 per cent yield. 
This indicates that the 15,16-dihy- 
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droxypalmitic acid is a major con- 
stituent of the ustilic acid mixture. 


The dimethyl ester of pentade- 
canedioic acid can be used for the 
preparation of cyclopentadecanone, 
an aromatic material known as Ex- 
altone. Oxidation by periodate of 
the sodium salts of the ustilic acid 
mixture and hydrogenation of the 
formyl acids formed gave a quan- 
titative yield of hydroxy acids 
which when converted to lactones 
at high dilution, gave in turn a 
14 per cent yield of the lactone of 
gamma-hydroxypentadecanoic acid, 
the natural musk known as Exal- 
tolide. 

It is clear from this work that 
microorganisms may be used to ob- 
tain the starting material for fur- 
ther synthesis giving products 
which can be utilized by the flavor 
and aromatic industries. 


Aldehyde Reagent 


Various methods are available for 
the analysis of aldehydes and ke- 
tones. Peter P. T. Sah and Paul 
M. Hyde of St. Louis University, St. 
Louis, Mo. suggested another re- 
agent for such functional groups 
in a paper entitled “p-Acetamino- 
benzhydrazide as a Reagent for the 
Identification of Aldehydes and Ke- 
tones.” 

p-Acetaminobenzhydrazide is pre- 
pared by the action of hydrazine 
hydrate on the methyl or ethyl e€s- 
ter of p-aceti aminobenzoic acid. 
The authors tested a large number 
of aldehydes and ketones with this 
new reagent and found that beau- 
tiful crystalline derivatives with 
sharp melting points were formed. 
The new reagent is comparable to 
other para substituted benzahydra- 
zides and should prove helpful in 
analysis. 


Lignin Products 
Am. Chem. Soc. 72 


Pearl in J. 72, 
2309 (1950) reported on the isola- 
tion and identification of vanillin, 
guaiacol acetovanillone, vanillic 
acid, 5-carboxyvanillin, 5-carboxy- 
vanillic acid, dehydrodivanillin, 
and dehydrodivanillic acid from al- 
kaline cupric oxide oxidations of 
fermented sulfite waste liquor. The 
organism used was Forulepeis 
utilis. The principal means of ef- 
fecting these separations was by use 
of solubility differences in various 
solvents and solvent combinations. 

In a paper, Lignin and Related 
Products . Isolation of Certain 
Compounds from Lignin Oxida- 
tion Mixtures by Chromatographic 
Techniques, Irwin A. Pearl and 
Edgar E. Dickey of the Institute 


December, 1951 


448 


of Paper Chemistry, Appleton, Wis. 
described how most of the above 
and several new compounds 
could be isolated from the same 
oxidation mixtures by chromato- 
graphic adsorption techniques. A 
cupric oxide-alkali-oxidized _ fer- 
mented sulfite waste liquor is satu- 
rated with carbon dioxide and ex- 
tracted with benzene. 

The benzene extract is then frac- 
tionated into 21 per cent sodium 
bisulfite, 8 per cent sodium bicar- 
bonate, 5 per cent sodium hydrox- 
ide, and neutral fractions. The 
benzene solution of the fraction 
containing the compound  solu- 
ble in the sodium bisulfite is 
chromatographed on acid-washed 
Magnesol and developed with 
100:0 benzene-ethanol to yield va- 
nillin, a little acetovanillone, 4,4’- 
dihydroxy — 3,3’ — dimethoxy- 
chalcone, melting at 118-120 deg. 
C. and a bisulfite soluble com- 
pound having a melting point at 
178.5-179.5 deg. C. whose analysis 
corresponds with that of dehydrodi- 
vanillin but is an isomeric di- 
hydroxydimethoxybiphenyldialde - 
hyde and 2 a diacetate melting 
at 135-136 deg. C. and has an analy. 
sis corresponding to that of 
diacetate of dehydrodivanillin. 

Chromatographing a benzene so- 
lution of the alkali-soluble fraction 
in the same manner gave guaiacol, 
acetovanillin, a little vanillin, and 
4,4’ dihydroxy-3, 3’ dimethoxyben- 
zil melting at 230-231.5 deg. C. 

D. C. Hagerman and J. M. Pep- 
per in a paper on the variables af- 
fecting the isolation of lignin by 
hydrogenation pointed out that the 
formation in good yields of vanil- 
lin and syringaldehyde by the ni- 
trobenzene oxidation of lignin iso- 
lated by the hydrogenation method 
indicated that the functional 
groupings originally present in the 
protolignin are not destroyed dur- 
ing the isolation process. 


Ter penes 


Some papers relating to terpene 
chemistry also presented at this 
meeting were “The Fenchol-beta- 
Fenchene Rearrangement” by Wil- 
liam von Eggers Doering and Al- 
fred P. Wolf of the Department of 
Chemistry of Columbia University 
and “The Structure of Triterpenes 
of the Lupeol-betulin Group” by 
T. R. Ames, G. S. Davy, T. G. 
Halsall, E. R. H. Jones, and G. D. 
Meakins of the Chemistry Depart- 
ment, The University, Manchester, 
England. 

In a paper on the chemistry and 
physiology of Los Angeles smog, 
A. J. Haagen-Smit made an obser- 





vation of interest to all flavorists. 
Haagen-Smit has postulated that 
olefinic compounds form peroxide 
compounds which are the princi- 
pal components contributing to 
the eye irritation of Los Angeles 
smog. He suggested that the ter- 
penes and oo from es- 
sential oils of desert plants such as 
sage brush which are given off by 
these plants into the air can readily 
be oxidized by ozone and oxygen 
in the air in sunlight and thus con- 
tribute to the eye irritating smog. 
It would be of great interest to find 
out if such conditions exist else- 
where where large amounts of es- 
sential oils are given off into the air. 


Million Dollar Grape Stipulated 
to Indicate Artificial Content 


Stonewall Jackson Cormany, Ir., 
of Mt. Vernon, IIl., under a stipula- 
tion with the F.T.C. has agreed to 
cease and desist from representing 
that Million Dollar Grape concen- 
trate, its flavor and color, are de- 
rived chiefly from the natural juice 
or fruit of the grape and that it 
will stop using or authorize others 
to use without qualification the 
name “Million Dollar Grape” or 
the word “grape” to describe the 
concentrate or the finished beverage 
made from it. 


Flavor, Cosmetic Mfrs. Invited to 
Conference on Food Chemicals 


Manufacturers in the flavor and 
cosmetic industries are invited to 
an inter-industry conference on the 
subject of the use of chemicals in 
foods. Sponsored by The Manutfac- 
turing Chemists’ Assn., Inc., the 
meeting will be held January 15, 
1952 at the Hotel Statler, Wash- 
ington, D.C. ‘ 


California Court Condemns 
Estrogen Cream Shipment 


The Southern District Court of 
California, in a case brought be- 
fore it by the U.S. government 
acting under the F.D.A. act, re- 
cently ordered that 1601 jars of 
Eden Creme at Venice, Cal., be de- 
stroyed after the House of Eden 
failed to dispute that the cream, 
containing estrogen, was a mis- 
branded drug. The government 
had charged that labeling failed to 
bear adequate directions for use, 
since it did not specify for what 
condition the article was to be 
used, and did not state the struc- 
ture or function of the body that 
the article was intended to affect. 
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How Tobacco is Flavored 


Tobacco flavors represent a vital part of the art of flavoring. 
When used with tobacco, flavors are blenders or additions. . . . With 


their use tobacco products have achieved tremendous popularity. 


FREDERICK J. TRIEST* 


LAVORING extracts, gener- 

ally speaking, represents a 

concentration of constituents 
imparting distinctive tastes and aro- 
mas to different food products. ‘The 
manufacturer of flavors, therefore, 
combines substances yielding defi- 
nite taste and odor effects. Such 
combinations are usually identified 
through reference to plants, or 
seeds or fruits of plants. For in- 
stance, a combination of aromatic 
chemicals creating the taste and 
aroma of raspberries would be 
identified as synthetic raspberry fla- 
vor. Such a flavor is compounded 
for the purpose of enabling the 
manufacturer of a food product to 
simulate the taste and aroma of 
raspberries by applying raspberry 
flavor to a carrier like sweetened 


*Fries & Bro. Lecture given at New York Uni- 
versity. 


water which in itself does not have 
a distinctive taste or aroma. By rea- 
son of the fact that the carrier is 
more or less neutral in taste and 
aroma, the flavor applied has to be 
definite and distinctive. It has to be 
raspberry; it should be complete. 


Why Tobacco is Flavored 


The tobacco manufacturer, 
again speaking in general terms, 
does not start out with a neutral 
carrier; on the contrary, the to- 
bacco leaf has a definite and dis- 
tinctive flavor of its own. As a mat- 
ter of fact, constituents of the 
tobacco leaf responsible for its fla- 
vor, are so strong and in certain re- 
spects objectionable to the average 
tongue and nose as to make it ad- 
visable to flavor tobacco. Whereas, 
therefore, most food flavors repre- 





One of the steps in preparing the leaf for use of makers of tobacco products. 
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sent the complete flavor effect of 
plants or fruits, tobacco flavors, 
generally speaking, are blenders, 
mellowers, modifiers, or addition 
flavors. 

We can now see why many to- 
bacco manufacturers state that 
they do not use any flavor at all. In 
the first place, the term “casing 
compound” or the expression “in- 
gredient for tobacco sauce” are 
used to indicate use of flavoring 
material. Then, again, some coun- 
tries, notably Great Britain, limit 
the amount of permissible flavor- 
ing to a minimum. Their reason 
for doing so is a fiscal one because 
in those countries taxes are levied 
on the amount of leaf imported 
and not on the finished tobacco 
product such as in this country. 
Undoubtedly, the tobacco manu- 
facturer, in common with the av- 
erage consumer of food products, 
believes that flavoring extracts are 
added to a product in order to 
conceal inferiority. While this may 
be true in the case of tobacco flavors 
extracted from the leaf itself, it can 
be stated that the overwhelming 
majority of tobacco flavors used are 
blending agents only. 

In other words, tobacco flavors 
will not convert inferior grades of 
leaf into superior grades of to- 
bacco. Flavors will only modify the 
harsh constituents to the extent 
that mass consumption of tobacco 
products can be enjoyed by every- 
body. The tobacco manufacturer 
will also consider the fact that to- 
bacco smoke should be as inoffen- 
sive to non-smokers as_ possible. 
This problem can be alleviated 
through the use of flavors. For rea- 
sons shown above, we can also see 
that the manufacturer of tobacco 
flavors might call the creation of a 
tobacco flavor ‘“‘a shot in the dark.” 
Actually, the compounder of a to- 
bacco flavor has to consider the 
combined flavor effect of both the 
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natural flavor contained in the 
processed leaf and the blending 
agent to be developed by him. 


Flavors from Natural Ingredients 


In discussing tobacco flavors we 
will first consider tobacco flavors 
made from natural ingredients. 
This category will be subdivided 
into flavors made from. parts of the 
tobacco plant and into flavors 
made from other natural ingredi- 
ents. We will then consider the use 
of synthetics as tobacco flavors 
Suffice it to say that in actual com- 
pounding practice ingredients of 
both categories are used together. 
As mentioned before, tobacco flav- 
ors are principally modifiers and 
mellowers, as the leaf used in man- 
ufacture is fully flavored itself. For 
this reason, comparatively little 
work has been done in the di- 
rection of extracting flavoring in- 
gredients from tobacco stems, or 
from the midrib or main part of 
the leaf itself. Cost considerations, 
however, may force a manufac- 
turer to use less expensive grades 
of leaf material. Top notes of 
higher grade leaf are needed to 
satisfy the smoker. Such top notes 
may be obtained by adding the 
extractives of higher grade leaf. 

For instance extractives ob- 
tained from Havana leaf improve 
the smoking qualities of Puerto 
Rican and similar grades of cigar 
fillers. Substandard grades _ of 
Latakia tobacco can be brought to 
par through the addition of Latakia 
flavor obtained from Latakia. In 
order to manufacture such extrac- 
tives by either water extraction, al- 
cohol extraction, or by ether ex- 
traction, parts of the tobacco leaf 
such as stems are used because 
such stems cannot be used in the 
manufacture of the cigar itself. 

Flavors manufactured from nat- 
ural ingredients other than the to- 
bacco leaf itself probably represent 
the overwhelming majority of flav- 
ors used. As approximately 20% by 
weight of the finished tobacco 
product consists of flavoring mate- 
rial dissolved in water and solvents, 
it is important to consider such 
natural flavoring material in de- 
tail. Flavors such as those men- 
tioned before are not always called 
flavors; they are sometimes re- 
ferred to as casing fluids and top 
dressing. This nomenclature origi- 
nates from steps in the processing 
to which the leaf has been sub- 
jected. It is not within the frame 
of this discussion to go into details 
of tobacco processing and we will 
only consider aspects of processing 
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Manufacturers are critical about the flavor of cigarettes which are sold by the millions. 


pertinent to the application of 
flavors. 

During the curing process the 
tobacco leaf is put into different 
“orders.” This actually amounts 
to putting the leaf into flexible and 
pliable condition and is effected 
through introduction of moisture. 
Casing or putting tobacco in case 
is one of the orders or processing 
steps. It so happens that the leaf 
can also absorb flavors during this 
casing process to a high degree. 


Sweetening Material 


We noted above, that the natu- 
ral tobacco flavor inherent in the 
leaf should be mellowed for con- 
sumer acceptance; therefore, the 
vast majority of flavoring or casing 
ingredients are sweetening mate- 
rial. Natural sweetening material 
used on tobacco may be cane, 
beet, sugar corn or their syrups; it 
could be honey, maple sugar or 
syrup or molasses; it may be juices 
containing fruit sugars like Apple, 
Prune, or Fig juice, either in liq- 
uid or paste form; it could be St. 
John’s Bread or Licorice Root, 
Raisin or Cocoa. 

Considering the more important 
types of tobacco products it may 
be stated that flavored chewing to- 
bacco represents the product de- 
manding most sweetening with the 
cigar representing the least sweet- 
ened tobacco product. 

Elasticity of the leaf is of impor- 
tance in the processing of tobacco; 
consequently, natural products in- 


creasing elasticity through addi- 
tion of gums and waxes are fa- 
vored; this is particularly true if 
such’ products will also mask the 
bitterness and acrid taste of hard 
resins, present in the leaf and tars 
formed during burning. Members 
of the Vanilla family such as Va- 
nilla and Tonka Beans are, there- 
fore, a time-honored ingredient 
used in tobacco processing. If de- 
sired for flavoring purposes only, 
the Vanilla and Tonka Bean due to 
their hygroscopic nature, are best 
extracted and then mixed with 
sweetening agents for application. 
Gummy substances of aromatic 
quality like Balsam Peru, Styrax, 
Balsam Tolu, and Opaponax are 
favored for the same reason. 
Fermented products, like grape 
and berry wines as well as dis- 
tillates like Rum are well known 
blenders. They are used in large 
quantities in cigarette and pipe to- 
bacco work to insure uniformity of 
various batches. Due to their alcoho- 
lic content they also represent 
convenient vehicles for essential 
oils like Otto of Rose, Geranium, 
Anise, Cinnamon and _ Allspice 
to mention the more _ popular 
ones. These oils, due to their 
high concentration, are used very 
sparingly and only for the purpose 
of obtaining top notes in the same 
way as aromatic chemicals to be 
discussed later. A similar taste ef- 
fect may be obtained through the 
preparation of alcoholic tinctures 
made by percolation of aromatic 
roots, herbs, and beans like Orris, 
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Valerian, St. John’s Bread, Coftee, 
and Deer Tongue. The extraction 
process applied to such plant mate- 
rial can be carried to the point of 
solidification. The resulting Solid 
Extracts can then be diluted with 
hygroscopic solvents, such as the 
glycols. Flavors thus manufactured 
are more heat resisting than alco- 
holic tinctures and contribute at 
the same time certain amounts of 
humectants. 


Use of Aromatic Chemicals 


We now know of natural in- 
gredients commonly used as part 
of casing fluids. Aromatic chem- 
icals by reason of their volatility 
and high concentration are usually 
incorporated during the last stage of 
the manufacturing process as part 
of the top dressing. As the name 
suggests, top dressing is the finish- 
ing touch applied to the tobacco 
product. Aromatic chemicals used 
in the manufacture of tobacco 
can replace the more costly aromatic 
ingredients present in natural fla- 
voring material. Vanillin or Ethyl 
Vanillin may take the place of the 
Vanilla Bean. Coumarin may take 
the place of the Tonka Bean and 
Deer Tongue Leaf. Combinations 
of Vanillin and Coumarin dis- 
solved in alcohol, rum or glycol 
can easily be compounded by the 
flavor manufacturer. 

Anisic Aldehyde may _ replace 
Anethol, Rhodinol may take the 
place of Otto of Rose. Cinnamic 
Aldehyde and Eugenol furnish in- 
expensive and strong spice combi- 
nations. Hundreds of Aldehydes, 
Esters and Ketones with aromatic 
qualities can be used to create a 
taste effect for the purpose of cre- 
ating a certain top note distinguish- 
ing one brand of tobacco from an- 
other competitive brand. Favorite 
among synthetic flavors used for 
this purpose are Imitation Vanilla 
and Maple Flavor. Menthol, repre- 
senting a counterirritant is used in 
cigarette flavors. Ester combina- 
tions based on Ethyl Formate and 
other ethyl ester reproduce the 
taste and aroma of Rum; through 
slight variations in the formula, 
New England Rum, Jamaica Rum 
or any other type of Rum can be 
imitated; if glycols are used as sol- 
vents the Imitation Rum Flavor is 
more stable than the natural prod- 
uct. Synthetic Wine Flavor based 
on amyl esters imparts a bouquet 
of age to all tobacco products. 
While it is true that synthetic fla- 
vors are hardly ever as smooth and 
mellow as the natural product 
which they imitate, they are cer- 
tainly ideal fortifiers for the natu- 


& Essential Oil Review 


ral product. If compounded prop- 
erly they are almost 100 times 
stronger than the natural product. 
This fact is of particular impor- 
tance in cases where an excess 
moisture content of the finished 
tobacco product might create a 
mold problem. 


Imitation Fruit Flavors 


Imitation fruit flavors, particu- 
larly Imitation Prune Flavor, are 
used extensively to develop and 
fortify the natural flavor constitu- 
ents present in fruit juices used pri- 
marily as sweetening agents as seen 
above. Synthetic Honey Flavor is 
sometimes preferred to the use of 
saccharin alone. Aromatics of syn- 
thetic origin, due to their high po- 
tency, should be used sparingly 
and particularly floral notes, if 
used excessively, can easily create 
offensive odors noticeable to the 
smoker as well as to bystanders. It 
is not the purpose of our discussion 
to recommend specific formula- 
tions, since we want to confine 
ourselves to general observations 
regarding choice of synthetics to be 
used. 


Effect of Tobacco Flavors 


The effect of tobacco flavors 
should not greatly differ from the 
taste aroma of the tobacco leaf; 
they should be addition flavors. 
Their effect on both the smoker 
and the persons near and around 
the smoker should be taken into 
consideration. The flavor should 
be compounded in such a way as to 
be uniform during most of the 
burning of the tobacco product. It 
is obvious, therefore, that the com- 
bustion temperature of tobacco 
will affect the quality of the flavor 
except in the case of chewing to- 
bacco and snuff. In view of the 
high degree of temperature in- 
volved, the choice of solvent is im- 
portant; heat resisting solvents are 
preferred particularly since they 
also represent hygroscopic agents. 

This brings us to the question of 
humectants. As said before, the to- 
bacco leaf has to be flexible and 
pliant for manufacturing processes. 
Since ordinarily 4 years elapse be- 
tween the time the leaf is taken 
off the stalk and the time the final 
manufacturing step has_ taken 
place. the tobacco leaf has become 
dry and brittle. Although mois- 
ture has been reintroduced during 
successive sweating processes, con- 
tinued elasticity to last beyond the 
manufacturing stage and while the 
tobacco product is waiting for con- 
sumption, is of importance. This 


problem is solved by the use of 
humectants like glycerine and the 
glycols particularly Propylene Gly- 
col, Diethylene Glycol, ‘Triethylene 
Glycol, during part of the manu- 
facturing process particularly dur- 
ing the casing of the tobacco. Since 
the extract manufacturer needs a 
solvent for the purpose of keeping 
his aromatic ingredients in solu- 
tion, the use of humectants as sol- 
vents is widely favored. As men- 
tioned before, such solvents, due to 
their high boiling point, also con- 
tribute toward increased stability 
of the flavor. 


No Common Denominator 


Looking now at different tobacco 
products we find it impossible to 
find a common denominator for 
the variety of flavors used in the 
processing of tobacco. First of all, 
sun or air cured leaf, flue cured 
leaf and fired tobacco are used in 
the various tobacco products. Each 
type of leaf takes its flavor in a dif- 
ferent fashion. The average cigar- 
ette contains flue cured Virginia 
and Carolina leaf, Burley, in some 
cases fired Latakia tobacco, and a 
certain amount of Turkish tobacco. 
This combination of leaf contains 
an abundance of natural flavor. 
Rough edges are taken off through 
the use of Rum, fermented or un- 
fermented fruit juices and concen- 
trates, Vanilla and Tonka com- 
binations, natural and synthetic, 
licorice, cocoa and sugar; the top 
dressing containing the essential 
oils and aromatics varies greatly 
from brand to brand. 

Cigars are hardly flavored at all 
except for the addition of sweet- 
ening matter to the filler. Pipe mix- 
tures represent to a large extent a 
mixture of burleys, Virginia leaf, 
Latakia and Perique tobacco. The 
recent trend to aromatic pipe mix- 
tures has opened an apparently un- 
limited field to the compounder of 
flavoring material; spice and fruit 
flavors are widely used in pipe mix- 
tures together with flavors like Ma- 
ple, Vanilla and Rum. Chewing to- 
bacco, apart from the unflavored 
brands manufactured, should be 
flavored with cocoa, anise, peach, 
licorice and sweet aromatics. Snuff 
derives a large part of flavor from 
its own fermentation. Where Lata- 
kia Tobacco Flavor is desired, py- 
roligneous acid solution and tar 
derivatives are in order. Perique to- 
bacco representing leaf fermented 
in its own juice is overpowering 
without the use of additional 
flavoring. 

In conclusion, tobacco flavors 
represent a vital part of the art of 
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ATER SOLUBLE GUMS ESSENTIAL OILS OLEO RESINS THYMOL 
FRUIT FLAVORS STEARIC ACID WAXES 
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flavoring although they constitute 
only a small percentage of the total 
output of flavoring extracts. When 
used with tobacco they are blend- 
ers or addition only. Without the 
use of such blenders or addition 
flavors tobacco products could not 
have attained the tremendous 
popularity and mass distribution 
which they are enjoying today. For 
all of these reasons, close coopera- 
tion between the tobacco chemist 
and the flavor chemist is mutually 
desirable and necessary if positive 
results are to be achieved. 


Ceiling Price Adjustment Forms 
at O.P.S. District Office 


Smaller manufacturers who are 
eligible to adjust their ceiling 
prices for increased costs of labor 
and materials, as provided by a 
new O.P.S. action announced in 
Washington, may obtain the re- 
quired new form at their nearest 
O.P.S. District Office. 


Brockway Glass Co. Holds Tenth 
Annual Sales Convention 


The Brockway Glass Co. re- 
cently held its tenth annual sales 
convention at the concern’s Whet- 
stone Cottage, near Brockway, Pa., 
under the direction of sales man- 
ager Charles Chintala. Twenty-six 
members of the sales department 
attended. 


Philadelphia Candy Technol- 
ogists Hear James A. King 


James A. King of the Nulomine 
division of the American Molasses 
Co. spoke on “Balancing and Mod- 
ifying Candy Formulas” at the 
Philadelphia dinner-meeting of the 
American Assn. of Candy Technol- 
ogists, held December 4 at the 
Dairy Maid Restaurant, Philadel- 
phia, Pa. 


Packaging Exposition Set for 
Atlantic City, April 1-4 


The 2Ist National Packaging 
Exposition will be held in Atlan- 
tic City, N.J., from April 1 to 4, 
1952 


Mich. Chemical Assn. Meeting 
Features Two Motion Pictures 


Two motion picture films, R. P. 
Scherer Corp.'s “The Story of 
Product Improvement,” and Lib- 
bey-Owens-Ford Division’s “Glass 
‘Town, U.S.A.” were exhibited at a 
meeting of The Chemical and Al- 
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lied Industries Assn. of Mich. on 
November 26 in the Leland Hotel, 
Detroit, Mich. 


Chemical Specialties Mfrs. 

Assn. Elects New Officers 

C. L. Weirich, vice-president 
and general manager of C. B. 
Dolge Co., Westport, Conn., was 
elected Dec. 3, as president of the 
Chemical Specialties Mfrs. Assn., 
at its 38th annual meeting held in 
Washington, D.C., Dec. 3 and 4. 
He succeeds Leonard J. Oppen- 





C. L. Weirich 


heimer, vice-president and _secre- 
tary of West Disinfecting Co., Long 
Island C ity, N.Y. 

Other officers elected at the 
meeting are: first vice-president, 
Melvin Fuld of Fuld Bros., Inc., 
Baltimore; second vice-president, 
T. Carter Parkinson, McCormick & 
Co., Baltimore; treasurer, Peter C. 
Reilly, Jr., Reilly Tar & Chemical 
Co., Tuckahoe, N.Y., and secre- 
tary, H. W. Hamilton, reelected. 

Members of the board of gover- 
nors elected are: one-year term, A. 
G. Peck, Peck’s Products Co., St. 
Louis; Friar Thompson, Jr., Pren- 
tiss Drug & Chemical Co., New 
York; George A. McLaughlin, Mc- 
Laughlin, Gormley & King Co., 
Minneapolis; two-year term, Dr. E. 
G. Klarmann, Lehn & Fink Pred- 
ucts Corp., Bloomfield, N.J.; 
Charles W. Furst, Furst-McNess 
Co., Freeport, Ill.; Harry E. Peter- 
son, Continental Filling Corp., 
Danville, Ill; three-year term, 
Leonard J. Oppenheimer, West 
ae Co., Long Island City, 
N.Y.; James E. Ferris, Niagara Al- 
kali Co., New York, and Bayard S. 
Johnson, Franklin Research Co., 
Philadelphia. 


D.P.A. Announces Suspension 
of Tin Stockpiling 

Immediate discontinuance of 
further stockpiling of tin has been 
announced by the Defense Produc- 
tion Administration. 











American Society of Perfumers 
Enjoys Talk by Jill Jessee 


Jill Jessee, consultant to per- 
fumers and contributor to The 


American Perfumer, was the speaker 


at the November meeting of the 
American Society of Perfumers. The 
meeting was well attended and 
much interest was taken in her dis- 
cussion of perfume and cosmetic ad- 
vertising. 


(Continued from page 442) 
metic Laboratories Inc., a subsidi- 
ary. 

Ever on the alert to advance the 
scientific development of the cos- 
metic industry and to bring added 
respect to cosmetic chemists, Mr. 
deNavarre conceived the idea of 
founding a scientific society of 
technical men of the cosmetic in- 
dustry to carry out these ideals. 
This was in 1935, but the idea was 
dormant until 1943 when Mr. de- 
Navarre working alone by _per- 
sonal contact and by mail revived 
the idea. So much interest was 
manifested by leading chemists in 
the cosmetic industry that a meet- 
ing, attended by twelve of them, 
was called May 23, 1945 in New 
York when a constitution and by- 
laws were drafted and the Society 
of Cosmetic Chemists was born. 
Another meeting was held in De- 
cember, 1945, and since then two 
meetings have been held annually. 
In tribute to Mr. deNavarre he 
was elected to be the first president 
of the Society. The Society now 
has one chapter in Chicago which 
holds frequent meetings. It also 
has a blood brother known as the 
Society of Cosmetic Chemists of 
Great Britain and a French Society 
is in the making. 

Mr. deNavarre was married 
June 30, 1938 to Miss Jeanette 
Dutts whom he had met while do- 
ing some work at the Sherman 
Laboratory, a vaccine and ampoule 
manufacturer in Detroit. In 1942 he 
built a home in Grosse Pointe 
Farms, Detroit, and later a log 
cabin on Indian Lake, Oxford, 
Mich. which is used as a summer 
residence. Mr. and’ Mrs. deNavarre 
have two children, Edward, 12, 
and Marietta, 9 years old. 

In addition to his interest in 
science Mr. deNavarre has a hobby 
—stamp collecting—which affords 
him much diversion. He also is a 
lover of music and in past years 
while attending operas as a young 
usher he met many artists including 
Mary Garden, deGogorza, Tibbetts, 

Rachmaninoff, Geraldine Farrar 
and other notables. 
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Cocoanut Oil Liquid Soap 


How to make a high grade product. . . 


Factors that are 


essential in raw materials. . . . What is desired in the 


finished soap. . 


IRST of all a high grade co- 

coanut oil liquid soap should 

be made of the highest quality 
and most suitable grade of cocoa- 
nut oil and other bland oils, all 
fully saponified, neutral in action 
and containing no_ ingredients 
likely to have an irritant effect on 
sensitive skins. 

It is necessary to exercise the 
greatest care in the selection of co- 
coanut oil and standardization of 
soap output can only be ensured 
by strict standardization of raw ma- 
terials. For the best grade of liquid 
soap shampoos it is often consid- 
ered advisable to use special dis- 
tilled cocoanut fatty acids which 
have had a major portion of the 
lower acids (caproic, caprylic and 
capric) removed to give a product 
more desirable for detergent and 
cosmetic manufacture. It is gen- 
erally agreed that it is these lower 
acids which are often responsible 
for causing skin irritation and 
scalp dryness. 

Among the bland oils used in co- 
coanut oil liquid soaps are castor 
oil, olive oil, palm-kernel oil, lin- 
seed and soyabean, the last two be- 
ing used in the less expensive soz aps. 
The proportion of oils used with 
the cocoanut needs to be fixed 
after taking into consideration 
their effect on the detergent prop- 
erties of the soap, e.g. castor oil 
soap has poor lathering properties 
and if too much is present it can 
seriously detract from the quick 
and profuse lathering property of 
the cocoanut soap. The objective 
of the soaper is to make a product 
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possessing good lathering charac- 
teristics and yet to have a pleasant 
velvety effect on the skin, this be- 
ing particularly important with 
shampoos and hand soaps. 

Clarity is of great sales value and 
most manufacturers find that crys- 
tal clear soaps sell much better 
than those inclined towards turbid- 
ity. Actually, of course, the fact 
that a liquid soap is perfectly clear 
doesn’t necessarily mean that it is 
pure; excessive alkali, which is, of 
course, very detrimental, can 
greatly improve transparency. It is 
possible to effect appreciable im- 
provements in clarity by adding 
glycerine or alcohol to the liquid 
soap; these ingredients also tend to 
reduce viscosity. 

Other additives of value to the 
manufacturer of industrial liquid 
soaps include Turkey Red Oil for 
correcting alkalinity, also triethan- 
olamine and even boric acid. The 
last named is a fairly safe additive 


. Practical suggestions for improvements. 


for hand soaps. To increase the vis- 
cosity of low soap content products 
use can be made of potassium car- 
bonate or chloride, but great care 
must be taken when introducing 
the former chemical as although it 
increases detergency, it also boosts 
the alkalinity. Sugar is another in- 
geredient sometimes recommended 
for low viscosity soaps. 

Improvements in the manufac- 
ture of cocoanut oil liquid soaps 
can be achieved by attention to the 
following points:— 

1. The oil chosen for use must 
be of high quality and selected 
for the specific type of soap being 
made, e.g. for shampoos it is now 
becoming a fairly common practice 
to choose fattty acids of the cocoa- 
nut oil type with a titre of 28 deg. 
C. which have been specially frac- 
tionated so as to eliminate the 
lower boiling fatty acids. 

2. Saponification must be car- 
ried out so that no free alkali is 
present in the soap. 

3. Precautions should be taken 
to ensure that all possible care is 
taken to avoid turbidity. Here it is 
advisable to choose the perfumes 
with this in mind. Some manufac- 
turers insist on using terpeneless 
oils and those free from resins and 
balsams. Improvements in clarity 
can also be achieved by adequate 
storage of the finished soap at 0 to 
5 Deg. C. 

It is advisable to use as few 
and as little chemical additives as 
possible as these are sometimes the 
cause of later trouble, such as re- 
duced shelf life. 
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YOU'LL GET Bourgquets EVERY DAY _ 


IF YOU USE 


(P ick 


’ 


(Perfurnre Compounds 


ORCHIDS TO YOU! That’s what your customers will be saying 
if you use Penick Perfume Specialties as the basis of new creations, 
or to improve your present creations. 


Penick Perfume Bases are trrumphs of the art of combining fragrances. 
Each is made from the finest natural oils and aromatics, and these 
convey the true floral scent to the finished product. Each is compounded 
with special fixatives to insure its shelf-life. All you have to do is add 
the desired alcohol, or add the compound as is, to dry mixtures. 


For alluring perfumes, colognes, toilet waters, bath salts or soaps, 
investigate Penick Perfume Bases. . . . Test them for yourself . - . 
a request on your letterhead will bring you samples. Write Dept. AP-8. 


We especially invite your investigation of— 
EXOTIQUE No. 6270 JASMINE-GARDENIA No. 7620 
BOUQUET D No. 7618 FLORAL BOUQUET No. 7653 





S. B. PENICK & COMPANY | 


50 Church Street, New York 7, N. Y. 735 West Division Street, Chicago 10, Ill, 
, Telephone COrtlandt 7-1970 Telephone MOhawk 4-5651 : 
DISTILLERS OF RARE AND QUALITY ESSENTIAL OILS—MANUFACTURERS OF AROMATIC CHEMICALS 





458 December, 1951 The American Perfumer 





THE ROUND TABLE — 


‘NX 


French Government 
Honors Edward S. Buckley 


‘The Order of Commercial Merit 
was bestowed on Edward S. Buck- 
ley, partner of Thurston & Braid- 
ich, at a special ceremony in the 





Edward S. Buckley 


offices of the French Counselor in 
Rockefeller Center, New York, 
October 30. 

The decoration makes Mr. Buck- 
ley a Chevalier de l’Ordre du 
Merite Commercial, an honor held 
by extremely few American busi- 
ness men. The diploma was pre- 
sented to Mr. Buckley and the 
medal was pinned on him by Com- 
mercial Counselor Raymond Tre- 
uil, in the presence of a group of 
associates. 

In this manner the French gov- 
ernment gave evidence of its ap- 
preciation for services rendered 
over the years and _ particularly 
during the trying and difficult war 
years of 1939-1943 by Mr. Buckley 
as president of the Vanilla Bean 
Association of America for six 
terms. During the war years impor- 
tations of vanilla beans from Mad- 
agascar, Reunion and _ other 
French possessions as well as other 
raw materials, was fraught ty 
many hazards of a commercial a 
well as of a physical nature. Mr. 
Buckley's handling of numerous 
knotty problems for the best inter- 
ests of all won the appreciation of 
the French Republic as well as that 
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of the vanilla industry both here 
and abroad. 

Mr. Buckley has spent virtually 
his entire business career in the 
vanilla bean and natural gum in- 
dustries. He has been associated 
with Thurston & Braidich for 49 
years and has been a leading factor 
in the development of the vanilla 
industry. 


Sales Affiliates Explains Cold 


Permanent Wave Patent Position 


Sales Affiliates, on the advice of 
its patent counsel, Morgan, Finne- 
gan & Durham, has authorized the 
following statement with respect to 
its patent position on cold perma- 
nent waving. 

The patent application of Dr. 
Everett G. McDonough, which has 
been pending in the Patent Office 
since 1941, was successfully litigated 
by Sales Affiliates in the U. S. Dis- 
trict Court of the District of Co- 
lumbia. The Commissioner of 
Patents filed an appeal from that 
decision but, on reconsideration, re- 
cently stipulated dismissal of the 
appeal, thus assuring the issuance of 
the patent. The patent application 
has now been officially allowed, and 
Sales Affiliates has the right to cause 
the patent to issue any time during 
the next nine months. The patent 
will contain not less than seventeen 
claims covering compositions and 
methods for permanent waving 
with various mercaptan compounds. 
The exact date of issuance of the 
patent is under consideration. 


Firmenich & Cie Purchases 
Allondon in Total 


Firmenich et Cie., Geneva, 
Switzerland, has announced its pur- 
chase of Usines de L’Allondon in 
total. This addition will be directly 
absorbed in order to provide neces- 
sary manufacturing equipment and 
space for expanded requirements 
throughout the world. Allondon 
clients will continue to be contacted 
and serviced with the regular 
specialties of that house. 


Gabrielsen Now Manager of All 
Avon Private Brand Operations 


John E. Gabrielsen who has 
been associated with the organiza- 
tion for 28 years has been ap- 
pointed general manager of all 





John E. Gabrielsen 


private brand operations of Avon 
Products Inc. including the Amer- 
ican Perfumers Laboratories Divi- 
sion previously operated by the 
late Albert E. Mullen. 

Mr. Gabrielsen is popular 
among a wide circle of friends 
throughout the industry. He is vice 
president of Hinze Ambrosia, Inc., 
a subsidiary; and for 11 years has 
been in charge of the private 
brand division of Avon Products 
Inc. He is a member of the Private 
Brand Cosmetic Manufacturers Sub- 
committee of the Cosmetic & Toilet- 
ries Industry Advisory Committee 
which is advising the Office of Price 
Stabilization on price regulation. 

After completing his education 
Mr. Gabrielsen joined the organi- 
zation in 1923 and has been with 
it ever since. He resides in Pelham 
Manor with Mrs. Gabrielsen and 
his ten year old son. He takes an 
active interest in civic affairs and 
is a committee member of the Re- 
publican party and is also on the 
town committee. 
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Why are these two fingerprints 
like DREYER SYNTHETIC SCENTS? 


It’s hard to tell one from the other. It’s often as hard 
to distinguish between a Dreyer Floral Scent and the original 
natural flower odor it so successfully re-creates. 


Dreyer Floral Essences seem to last even longer than the best 
odors Nature produces. They are notably more uniform, too— 
easier and more stable to work with, and plan with. 


Produce quality perfumed lines for less, by using 

Dreyer Essences. Dreyer prices are fairly figured—to keep 
your everyday profits higher. See what Dreyer really can 
save you—send for good-sized samples today. 


PR. DREYER Ine. 


119 WEST 19th STREET, NEW YORK 11, N. Y. 
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Leading Perfumers at Fete des 
Parfums Make Predictions 

Leading executives in the per- 
fume industry who attended the 
“Fete des Parfums” in New Orleans 
made some interesting predictions 
as to the future use of perfume. 

In New Orleans to attend the 
“Fete des Parfums’—a glamorous 
perfume fashion show—top perfume 
executives predicted that American 
women of the future will use per- 
fume in much the same way as they 
use lipstick today. They said that 
the American women will wear per- 
fume to work; that they will have 
entire wardrobes of perfume, with a 
perfume to suit each mood and 
each and every occasion. 

J. Warren Kane, vice-president of 
Lanvin Perfumes, said he has been 
in the perfume business for over 
thirty years and has watched the in- 
dustry grow up from a “compara- 
tively small business of $150,000,000 
a year to its present status of a bil- 
lion-dollar business. He attributed 
part of the success of the industry 
to the F ragrance Foundation which 
in his opinion “took the first con- 
structive step in training the Ameri- 
can woman in the proper use of 
perfume.” 

H. Gregory Thomas, vice-presi- 
dent of Fragrance Foundation and 
president of Chanel, Inc. told the 
group that nothing is worse than 
buying a perfume because you like 
it on someone else. “Find one that 
suits you,” he urged; then added, 
“Perfume gives a woman a tremen- 
dous lift. It makes her more charm- 
ing to men, more pleasing to her- 
self and fits her for social activities.” 

E. E. Stoyanoff, of Guerlain, said 
he doesn’t understand why New On 
leans doesn’t top the nation in the 
use of perfume. He said the city is 
traditionally French and _ that 
French women dote on perfume; 
and that anyway perfume seems to 
fit in with New Orleans’ romantic 
background. 

David M. Kendall, vice-president 
of Christian Dior Perfume, said the 
entire French perfume industry was 
tremendously interested in the New 
Orleans Fashion Group “and the 
enterprise they showed in staging 
the “Fete des Parfums.” He said: 
“IT believe such a showing will do 
the whole perfume industry a world 
of good. Such a movement might 
well grow, with other chapters of 
the Fashion Group throughout the 
country staging similar shows. Such 
showings stimulate feminine inter- 
est not only in perfumes but in 
beautiful clothes. For beautiful per- 
fumes and beautiful clothes go 
hand in hand.” 
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Leon Talimini, executive vice- 
president of Schiaparelli, Inc., said 
a good perfume “is the mark of a 
chic woman”; that the = smart 
woman always has one perfume for 
the daytime; another for the eve- 
ning. 

Lee Swartout, president of An- 
gelique Perfumes expressed the 
opinion that perfume should not be 
saved for special occasions but 
should be used all the time.” 

Benson Storfer, president of Par- 
fums Corday said the women of 
America haven’t even started to use 
perfume as it should be used; that 
proper use of scent calls for an eau 
de toilette in the morning with the 
bath to create a foundation for a 
later use of a heavier extract; that 
use of an eau de toilette should be 
regarded as part of personal hy- 
giene, with the heavier perfume as 
an added touch of luxury. 

Miss Helen Blake, assistant sales 
manager for Lentheric, said, “I 
don’t think the perfume industry 
has even started to scratch the sur- 
face. Why France still uses much 
more perfume compared with 
America. The American women 
just have to get over their habit of 
using a dab of perfume now and 
then. They must use enough so you 

can smell it. And they should use 
it every three or four hours.” 

Other perfume representatives in- 
cluded Mrs. Miriam French, Fra- 
grance Foundation; Miss Therese 
Hinz, Tussy; Misses Jerri Powert 
and Pauline Foster, Faberge; G. 
Smith, Helena Rubinstein; Mrs. 
Alvin Hovey-King, president of 
Hovey-King perfumes, New Or- 
leans; Pierre Coutin, Roure-Dupont 
Inc. and Miss Kathleen Corey, pub- 
licity director of Coty. Also present 
at the “Fete des Parfums” was Mary 
Marsh, director of Handkerchief 
Promotions, Inc., who told how to 
combine perfume with the hand- 
kerchief. 


Soap and Glycerine Assn. Sets 
25th Anniversary Convention 


The Assn. of American Soap and 
Glycerine Producers, Inc. will hold 
its 25th Anniversary Convention 
on January 22 and 23 in the Wal- 
dort-Astoria, New York, N.Y. 


Heyden Chemical Corp. Buys 
Houston Site for Methanol Plant 


Heyden Chemical Corp. has pur- 
chased 60 acres of land adjacent to 
the Houston Ship Channel Hous- 
ton, Texas, to be used as the site 
for a plant to manufacture metha- 
nol and other products. 





Domestic Sales of Non Liquid 
Soaps and Detergents up 15% 


Domestic sales of non-liquid 
soaps and total synthetic detergents 
for the third quarter are up 15% 
from the second quarter 1951 as re- 
ported by ninety-two manufacturers 
in the quarterly Sales Census of the 
Association of American Soap & 
Glycerine Producers, Inc. Third 
quarter sales of non-liquid soaps 
total 466,604,000 Ibs; synthetic de- 
tergents, solid and liquid, total 
325,265,000 Ibs; liquid soaps total 
1,126,000 gallons. Totals for the sec- 
ond quarter were, non-liquid soaps 
409,663,000 lbs; synthetic deter- 
gents 277,927,000 lbs; liquid soaps 
1,393,000 gallons. 

For the nine months of this year 
non-liquid soaps total 1,571,229,000 
lbs. compared to 1,819,126,000 Ibs. 
in the first nine months of 1950. For 
the same periods, synthetic deter- 
gents, solid and liquid, total 936,- 
793 3,000 Ibs. compared to 817,707,- 
000; liquid soaps total 4,041,000 gal- 
lons compared to 4,180,000 gallons. 


British Industries Fair to Exhibit 
Toiletries and Fine Chemicals 


Among the products to be exhib- 
ited at the 1952 British Industries 
Fair will be fine chemicals, clean- 
ing preparations, disinfectants, es- 
sential oils, flavouring essences, 
insecticides, foodstuff colors, cosme- 
tics, toilet preparations, and _ per- 
fumery, soaps and toilet cleansing 
preparations. The products will be 
on exhibit at the London site of 
the fair, which will be held in Lon- 
don and Birmingham, England, 
May 5 to May 16, 1952 


Luzier Cosmetic Co. Texas 
Representatives Meet 


A two day meeting of represent- 
atives of the Luzier Cosmetic Co. of 
Kansas City, Mo. who work in the 
south Texas area was held last 
month in Corpus Christi, Texas. 
About 75 representatives were pres- 
ent. Company officials present were: 
Reginald Ingram Iser, president; 
Neal Luzier, vice president in 
charge of public relations; J. B. 
W hitney, chief production chemist, 
and Mr. and Mrs. C. C. Murthough, 
division distributor for Texas and 
New Mexico. 


Bymart, Inc. Becomes 
Bymart-Tintair, Inc. 

Bymart, Inc., manufacturers of 
Tintair home hair coloring prod- 


uct, has changed the name of the 
company to Bymart-Tintair, Inc. 
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Empress closures and smart-looking label | 
stock-mold bottles 

A-7314 and A-8059 into highly individualized * 
packages for hand cream and nail polish. 


combinations transform 


\ x | x 


Regardless of conservation orders, 
there’s no freeze on individuality and 
ingenuity in keeping your package 
fresh and appealing. 

A different closure, an unusual use 
of color, a striking label—presto! A 
stock-mold Duraglas bottle becomes 
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a package of distinction that will 
stand out anywhere. 


Owens-Illinois has more than 
1400 different sizes and styles of 
Duraglas stock-mold bottles to 
choose from. Our package design 
specialists at the Duraglas Center 





: MAKE-UP makos tho difference | 


can help you create a striking bottle- 
label-closure combination that’s just 
right for your product. 

Remember, no matter what the 
market conditions may be, it doesn’t 
pay to let your package get out of 
the Aabit of selling. 


Ras bottles are protectors of quality 


OWENS-ILLINOIS GLASS COMPANY ® TOLEDO 1, OHIO © BRANCHES IN PRINCIPAL CITIES 
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Supply Problems to be Consid- 
ered at Soap Assn. Convention 


The governmental outlook on 
supply problems of the soap indus- 
try and related fields will receive 
intensive coverage in a panel dis- 
cussion at the 25th anniversary con- 
vention of the Association of Ameri- 

can Soap & Glycerine Producers, 
Inc., January 21-23 at the Waldorf- 
Astoria Hotel in New York C ity. 

Panel members _ representing 
Washington agencies will include 
Gus F. Geissler, administrator, Pro- 
duction and Marketing Adminis- 
tration, Department of Agriculture; 
Kenneth H. Klipstein, assistant ad- 
ministrator, Chemicals, Raw Mate- 
rials and Rubber Bureau, National 
Production Authority; and Edward 


F. Phelps, assistant director for 
price operation, Office of Price 
Stabilization. Moderator for the 


panel will be George Wrisley, ex- 
ecutive vice-president of the Allen 
B. Wrisley Co. 

This discussion panel, which is 
scheduled for Wednesday morning, 
January 23, is one of the ‘number of 
unusual program features designed 
to augment the theme “Get the 
Whole Picture.” The program is be- 
ing prepared in recognition of the 
fact that today’s decision-making in 
soap and related industries rests on 
factors beyond the individual con- 
cern of the company. Other panels 
and speakers of similar prominence 
will deal with problems of produc- 
tion, marketing, government rela- 
tions and economic trends to de- 
velop this theme. General economic 
trends will be considered at a com- 
bined meeting on Tuesday morn- 
ing. 

Group meetings on specialty and 
industrial soaps are scheduled, as 
well as a combined session on the 
developments in the glycerine and 
fatty acid industries. Trends in 
usage of glycerine will be discussed 
along with recent manufacturing 
advances, such as the use of ion- 
a resins. 

\ special meeting of primary in- 
terest to producers of fatty acids 
will be held on January 21, and will 
include a panel discussion “What 
We're Looking for from Fatty Acid 
Producers,” presented by represent- 
atives of leading consumer indus- 
tries, such as paints and resins, lu- 
bricating oils and greases, rubber 
and toiletries. 

Members will hear a comprehen- 
sive report on the activities of the 
Association’s Cleanliness Bureau 
which develops and distributes in- 
formation to consumers on all as- 
pects of soap and water cleanliness. 
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This program is planned to aid 
women perform their homemaking 
responsibilities more successfully. 

Other features of the convention 
will include a fashion show featur- 
ing the “Maid of Cotton” and in- 
tended to stress the latest style- 
trends in washable cotton fashions. 
At the 25th anniversary banquet, on 
the evening of January 23, promi- 
nent stars of radio and television 
will participate. 


Bymart-Tintair, Inc. Export 
Division under A. R. Kelly 
Bymart-Tintair, Inc. has formed 


an export division with first for- 
eign distribution expected to be 





Alfred R. Kelly 


made to Canada and Mexico. The 
division will be under the direction 
of Alfred R. Kelly, formerly with 
Angostura Bitters, F. W. Fitch and 
Co., and the Glidden Co. 

Export operation will be chiefly 
through agents-distributors. In cer- 
tain markets factory arrangements 
will be made for manufacture and 
distribution through domestic out- 
lets and possibly through export to 
adjacent areas. 


O.P.S. Plans Soap, Cleanser 
Price Ceiling Reductions 


The O.P.S. announced plans on 
November 19 for a new freeze of 
soap and cleanser prices at current 
levels. The agency intends to roll 
ceiling prices back to about the 
level of current selling prices, esti- 
mated to be about seven to nine 
per cent below those previously in 
effect. It stated that manufacturers’ 
prices to distributors had been re- 
duced from early 1951 levels due to 
a drop in costs of raw materials. 


International Trade Fair 
in Chicago March 22-April 6 
The Chicago International Trade 


Fair will take place on the Navy 
Pier from March 22 to April 6. 


Borden Co. Plans to Build West 
Coast’s First Resorcin Plant 


The Borden Co. intends to con- 
struct a $600,000 resorcin manufac- 
turing plant in Dominguez, Cal. 
The plant is expected to produce a 
minimum of 1,000,000 pounds of 
technical grade resorcin annually, 
as well as resin glues and indus- 
trial resins. It will be the West 
Coast’s first resorcin plant. 


Over 300 Attend Givaudan-Dela- 
wanna Reception November 20 


Upward of 300 men from per- 
fume and cosmetic companies 
gathered at the University Club of 
New York, November 20, as guests 
of Givaudan-Delawanna, Inc., at its 
annual cocktail party and reception, 
which has in recent years become 
one of the eagerly awaited events 
of the season. At the reception, a 
greater number of representatives 
of the industry were present than 
in the previous years. 

André Givaudan of L. Givaudan 
& Cie., Geneva, who had recently 
arrived in this country on a short 
business trip, greeted his many 
American friends and renewed ac- 
quaintance with many industry 
leaders. 

During his stay in this country, 
Mr. Givaudan discussed perfumery 
problems here and abroad with 
colleagues from the Givaudan or- 
ganization and with many business 
associates. A few days after the re- 
ception, Mr. Givaudan left for Eu- 
rope. 


Victor Roberson Co. Moves to 
Larger Quarters in St. Louis 


Much larger quarters near the 
center of the city have been taken 
by the Victor Roberson Co. in 4515 
Olive St., St. Louis 8, Mo. This is 
in line with the expansion of the 
company’s business. J. M. Lattimore 
has also joined the organization. 


Allied Assn. of Michigan 
Christmas Party 


The Christmas party of the 
Chemical & Allied Industries Assn. 
of Michigan was held in the Book 
Cadillac hotel, Detroit, December 8. 


N.P.A. New York Office 


Changes Location 


The regional office of the Depart- 
ment of Commerce, covering New 
York and New Jersey, is now lo- 

cated at 2 West 43rd St., New York 
18, N.Y., LOngacre 4-0900. 
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Handy Dispenser for Scouring 
Powder adds Sales Appeal to 
Nationally Famous Cleanser 


Specify Mack with confi- 
dence for all plastic molding 
requirements. One of the 
original plastic molders, 
Mack experience dates back 
over three decades to the 
beginning of the industry. 
From design to final inspec- 
tion, Mack Molding methods 
are keyed to meet industry's 
varied needs. Complete ser- 
vice—from blueprint to finish 
— features deliveries to meet 
assembly line schedules. 
Inquiries will receive prompt 
attention; address Mack 
Molding Company, Inc., 
Wayne, New Jersey. 


MV 


MOLDED 
EXCELLENCE 


OVER 30 YEARS 
OF MOLDING SERVICE 
TO INDUSTRY 
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CIBS Nominate Officers 
for Coming Year 


The nominating committee of 
the Cosmetic Industry Buyers & 
Suppliers Assn. has presented the 
following names to be voted on at 
the meeting this month: Robert L. 
Williams, Avon Products, Inc., 
president; Robert A. Armstrong, 
Goldschmidt Chemical Corp., Ist 
vice-president; Ernest R. Sloan, 
Milkmaid Inc., 2nd vice-president; 
Shockley C. Gamage, Magnus, Ma- 
bee & Reynard, Inc., corresponding 
secretary; David J]. Warner, Reinitz 
Soap Corp., treasurer, and as direc- 
tors, George Schumacher, Chese- 
brough Mtg. Co.; Lamson Scovill, 
Scovill Mfg. Co., and Paul M. Alex- 
ander, Drug & Cosmetic Industry. 


Iranian Oil Loss May Reduce 
Synthetic Detergent Production 


‘The loss of Iranian oil imports 
to the United States could mean a 
“significant” cut-back in the pro- 
duction of synthetic detergents, the 
National Production Authority, 
U.S. Department of Commerce, 
has advised the Synthetic Deter- 
gents Industry Advisory Commit- 
tee. 


Mary Chess, Inc. Opens New 
Washington, D.C., Shop 


A party attended by Mary Chess 
president Joseph <A. Danilek 
marked the opening of the new 
Mary Chess Shop in Washington, 
D.C., at 826 Connecticut Avenue. 
Ihe party was given November 13 
by Edythe Barker, manager of the 
shop, and was attended by many 
of the city’s women’s page and 
beauty editors, radio and television 
women’s programs conductors, 


newspaper and advertising repre 
sentatives. 
Chess executives present at the 


occasion included Mrs. Beverly 
Stiansen, vice-president in charge 
of sales; Mrs. Frances C. Hollis, ex- 
ecutive vice president; Miss Mary 
Jane Fulton, advertising and pub- 
licity manager; and Robert Shad- 
forth, who is in_ charge of 
Molyneux perfumes, distributed by 
Chess. 


Among Our Friends 


JEAN MAUBERT, director of 
P. Robertet et Cie, Grasse, France, 
has returned home after a visit of 
five weeks in the United States. 
During his stay here most of his 
time was spent in conference with 
SHAW MUDGE, manager of P. 
Robertet, Inc., New York, N-.Y., 
the American company, and in 
calling on friends in the trade. P. 
Robertet et Cie is the only com- 
pany producing floral oils from 
flowers by the revolutionary bu- 
tane gas process; and Mr. Maubert 
was gratified with the reception ac- 
corded the new oils in the Amer- 
ican market. 


WILLIAM W. McQUEEN has 
joined the American Alcolac 
Corp., Baltimore, Md. He is work- 
ing on the development of sham- 
poos using detergents and expects 
to follow this work with other form- 
ulations using products of the com- 
pany. 


DR. YVES-RENE NAVES, re- 
search scientist of L. Givaudan & 
Cie., Geneva, and recipient of the 
Fritzsche Award for 1952, ad- 
dressed the Comitato Italiano di 
Estetica et Cosmetologia on Octo- 
ber 13 in Milan, at the Second Na- 
tional Convention of this group. 
Dr. Naves spoke on the synthetic 
reproduction of natural odorifer- 
ous materials. He is an honorary 
member of the Italian Committee 





Left to right: Hazel Markel, conductor of radio and television women’s programs, Chess presi- 
dent Joseph A. Danilek, and Mrs, J. Wallace, advertising director of Woodward & Lothrop at 
the Washington, D. C., Mary Chess Shop opening party. 
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of Esthetics and Cosmetology. 


PHILIP J. HEINLE, formerly 
plant manager of the Harriet Hub- 
bard Ayer plant in Long Island 





Philip J. Heinle 


City, N.Y., has been appointed as- 
sistant general purchasing agent of 
Lever Bros. Co. 


STEELE C. HUTTON, vice 
president in charge of sales for 
Hirestra Labs., Inc. has returned to 
New York from an extensive trip 
to the Southwest and West Coast. 


WILLIAM H. BARLOW, direc- 
tor of the perfume research labo- 
ratory of Orbis Products Corp. and 
secretary of the American Society 
of Perfumers, Inc., is rec uperating 
from an operation recently per- 
formed at Long Island College 
Hospital in Brooklyn, N.Y. 


RALPH M. STEVENSON, mid- 
western sales manager of Givaudan- 
Delawanna, Inc., and member of 
its board of directors, has com- 
pleted his assignment in Washing- 
ton as Section Chief of Essential 
Oils, Flavor Materials and Per- 
fume Materials for the Rubber, 
Chemical and Drug Division, in 
the O.P.S. and will devote full time 
to his regular business activities. 


LUCIEN A. SCHAIBLE, direc- 
tor of research and product devel- 
opment for Charles of the Ritz has 
returned from a business and va- 
cation trip to England, France and 
Italy. While in Paris Mr. Schaible 
was happy to find that his precious 
vase de Sevres was saved by rela- 
tives during the French occupa- 
tion. The vase is of the well 
known Bleu Sevres color and was 
given to him when he received the 
Grand Prix de Chimie du Presi- 
dent de la Republique. During his 
stay in France he was also inter- 
ested to observe the importance 
and space given in all department 
stores to perfumes and beauty 
products. 
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ROSE BASE 49 


a substitute for Otto of Rose 


ROSE DE MAI BASE A 52 


which blended judiciously with Natural Absolute makes possible 
the creation of an excellent substitute. 


ROSE DE MAI 52 
HyDRO ROSE 


recommended for use in creams, powders, lotions. 


PAVONIA 


A Powerful and Extremely Lasting Rose 


ROSE W 


a cheaper substitute. | 
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(Continued from page 432) 

is inherent within the law, is basic 
to it and its purpose. The Commis- 
sion is obligated to enforce the law 
through adversary and judicial pro- 
ceedings, but the law, and the 
legislative history, emphasizes the 
obligation “to prevent” what might 
become practices in violation of the 
law and ultimately result in adver- 
sary proceedings. — 

‘Trade practice rules for the Cos- 
metic Industry, as now approved, 
apply to the manufacturing and 
distributing segments of the Indus 
try. They were formulated after ex- 
tensive hearings, of record, and 
alter cooperative discussions ex- 
tending over several years. Every 
opportunity was gr inted to repre- 
sentatives of the manufacturing 
and distributing segments of the 
Industry, and also to the con 
sumers, to present factual testi- 
mony, = and arguments. 
Success, or failure, for this cooper- 
ative effort to obtain compliance 
with the law will now depend 
upon the will of the members of 
the Industry to comply, and where 
voluntary compliance is not had, 
upon the ability of the Commission 
to enforce the law where the rules 
are violated. 

Objection has been made to the 
promulgation of these rules, and 
thus to the rules themselves, on 
these general grounds: 

(a) That the rules and thei pro- 
mulgation present serious questions 
and, therefore, doubt as to the 
philosophy and legal status of our 
Trade Practice Conference pro- 
ceedings, and 

(b) That paragraphs III and IV 
of Rule 1, as interpreted by Para- 
gi aph VII, permit practices which 
are in violation of subsections 2 (d) 
and 2 (e) of the Clayton Act as 
they have been construed by the 
Commission and the Courts. 

Subsections 2 (d) arr 2 (e) of 
the Clayton Act, as amended, make 
it unlawful to pay anything to a 
customer for merchandising  ser- 
vices “unless such payment or 
consideration is available on pro- 
portionally equal terms to all other 
customers competing in the distri- 
bution of such products or com- 
modities”; and unlawful to dis- 
criminate in favor of one purchaser 
against another purchaser by fur- 
nishing or contributing to the 
furnishing of merchandising serv- 
ices or facilities “upon terms not 
accorded to all purchasers on pro- 
portionally equal terms.” 

In the years 1936 and 1937 and 
again in 1940, the Commission ap- 
proved of and issued seven com- 


& Essential Oil Review 


plaints against manufacturers of 
cosmetic products. The complaints 
alleged, in general, that these 
manufacturers of cosmetics had 
contributed to the furnishing, or 
had furnished, the services of 
“demonstrators” to large depart- 
ment stores and had not furnished 
proportionate like services to other 
purchasers. One case, the so-called 
“Arden” case (D. 3133, Elizabeth 
Arden, Inc., et al, 39 F.T.C. 288), 
was brought to trial with the 
understanding that it would be a 
test case. As a result of that trial, 
the Commission issued a cease and 
desist order against the Arden 
Company and when its decision 
was appealed by the Arden Com- 
pany to the Circuit Court of 
\ppeals, the decision of the Com- 
mission was affirmed (156 F. (2d) 
132.) 

We believe that these rules pro- 
vide us with practicable interpreta- 
tions of the decision in the Arden 
case and, of course, of the law it- 
self. We believe these rules provide 

t lawful and practical way of pro- 
pentieontiitien alternate services in 
a manner suitable to the purchaser. 

The decision in the Arden case, 
and the law itself, do not compel 
the proportionalization of “‘identi- 
cal services,” and yet that is the end 
towards which opponents of these 
rules labor. 

“Demonstration” and the work 
of “demonstrators” are forms of 
selling. An advertisement in a 
newspaper, or an advertisement in 
window displays, are ‘“demonstra- 
tions.” They are forms of selling. 
To insist on a narrow and im- 
practicable interpretation of this 
law that services furnished must be 
“identical” would be to open wide 
the road to absurdity. As an ex- 
ample of eventual absurdity, if < 
girl demonstrator were cnplnel 
in a department store, it might be 
contended that the law would be 
violated unless proportionate serv- 
ices of the same girl would be 
provided for every small drug store 
within the range of that competi- 
tion. And then, to continue on this 
road towards absurdity, we might 
have to find some means of measur- 
ing the energy and enthusiasm of 
the girl when she worked for a de- 
partment store, as compared with 
when she worked for a drug store. 
Again, if a manufacturer agreed to 
paint delivery trucks for a distribu- 
tor and to have the name of his 
product inscribed on the trucks, he 
would have to contribute “identi- 
cal” services to distributors who 
did not own, or hire, or make use 
of trucks. Absurdities could be 


piled on absurdities, if it were 
necessary to prove that any such 
interpretation of the law was not 
intended by the Congress. 

All too much time has been 
wasted in considering such absurdi 
ties and their associated prejudices. 
We must be practical. A window 
display may well be a more efficient 

“demonstrator” than is a girl em- 
ployed in a department store, and 
the distributor should be at least as 
competent to appraise the value to 
his business of those services as is 
this Commission. He should be 
given the opportunity to do so and 
these rules provide him with that 
opportunity. 

In any sizable trade area there is 
no type of promotion: al service the 
identical of which is usable by o1 
suitable to the facilities and type 
of business of all competing cus 
tomers. Then are all promotional 
services to be barred? We think 
not. 

A consideration of the legislative 
history of the Robinson-Patman 
Act with respect to Section 2 (d) 
and 2 (e) indicates that that was 
not the Congressional intent. In 
explanation of the bill, as reported 
= by the Conference Committee, 

Congressman Utterback, member 
of that Committee, stated in part as 
follows: 

“There are many ways advertis 
ng: sales, and other services and 
facilities may be either furnished o1 
paid for by the seller upon terms 
that will at once satisfy the require 
ment of the bill concerning equit- 
able treatment of all customers, 
and at the same time satisfy the 
legitimate business needs of both 
the seller and the purchaser.” 

Congressman Patman, co-author 
of the Act, in his book written 
within two years after its passage, 
makes the following comment as to 

“proportionally equal terms’’— 

“In considering the form that 
prohibition should take, the com- 
mittee desired to recognize the 
sound economic value of point-of- 
sale advertising and display. It 
therefore did not desire to set up 
any restraint whatsoever that might 
serve to discourage the cooperation 
of buyers and sellers in the use of 
this form of creative sales effort.” 
(p. 139) 

€ . . 

“Usually the value of one pur- 
chaser’s services and facilities will 
not be identical with another. * * * 
Realizing the existence of such 
variable conditions, the drafters of 
the Robinson-Patman Act avoided 
the use of a hard and fast defi- 
nition and used the phrase ‘on 
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proportionally equal terms’.” (pp. 
140-141) 

The decisions in the cases of Eliz- 
abeth Arden vy. F.T.C. (156 F. [2d] 
132) and Elizabeth Arden v. Gus 
Blass Company, (150 F. [2d] 988) 
must be construed in the light 2 
the facts upon which they were 
based and not as constituting any 
judicial amendment of Section 2 (d) 
or 2 (€) so as to make those sections 
require that only an identical serv- 
ice may be proportionalized. 

Under the rule as promulgated 
by the Commission, promotional 
services or ingore may be propor- 
tionalized or accorded on propor- 
tionately onl terms without dis- 
crimination, and the fact that they 
are alternate instead of identical 
does not in any way mean that they 
are not similar or that they are not 
offered on proportionately equal 
terms. 

These sections are directed to 
the elimination of discrimination 
and refer to any services or facilities. 
Any services or facilities offered 
one purchaser must be offered to 
all competing purchasers on pro- 
portionately equal terms. The 
above cases merely hold that if 
seller offers demonstrator services 
only to customer A and makes noth- 
ing available to competing customer 
B upon proportionately equal 
terms, that is violative of the law. 
Neither the Commission’s decision 
nor these cases on the facts before 
them could have held, nor did they 
hold, that Arden could not have 
furnished A promotional service in 
the form of a demonstrator and 
furnished competitor B another 
similar but suitable promotional 
service on proportionally equal 
terms without violating the law. 
Arden was offering its favored pur- 
chasers something and its unfavored 
purchasers nothing. The Commis- 
sion stopped that by an order ap- 
propriate to the facts of that case 
and the court approved that action. 
Further than that, the decision did 
not go. The Commission has never 
officially construed the Arden or 
Gus Blass decisions as going further. 
Such construction was only that un- 
officially placed upon those deci- 
sions by a portion of its legal staff. 

The Commission has never ap- 
plied to different facts any such 
construction of these decisions, 
namely, that to eliminate discrimin- 
ation in services or facilities pro- 
portionalization of them must be 
limited to an identical service or 
facility. But by the promulgation of 
these rules, it is placing its official 
interpretation that those decisions 
do not require limiting proportion- 
alization to identical services or 
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facilities but do permit the propor- 
tionalization of alternate services 
upon proportionately equal terms. 

Therefore, if the courts adhere to 
the statutory construction actually 
made by them on the facts in the 
cases before them, there will be no 
anomalous situation; and since the 
rule in its application permits of 
no discrimination or lack of propor- 
tionalization, there is no inconsis- 
tency between the rule and court 
decisions interpretative of the 
statue. The standard of the rule 
is no different from the standard 
of the law but explanatory of a 
practical method by which the in- 
dustry may comply therewith. 

The decisions, if not wrongly 
construed as deciding something not 
before the court, or as constituting 
an amendment of the law, neither 
conflict with the rule nor require 
any modification. 

It is true that the rule presents 
complexities but so does the law 
itself, and the Commission being 
charged with the duty of adminis- 
tering the law has a corresponding 
duty to attempt a reasonable inter- 
pretation of it in a practical manner 
and not refrain therefrom by rea- 
son of any suggestion of difficulty 
or magnitude. Difficulty in adminis- 
tration and enforcement of statutes 
furnishes no proper ground for an 
interpretation which, from a prac- 
tical standpoint, forces abandon- 
ment of the use of legitimate 
point-of-sale marketing service. The 
burden of an evaluation of the re- 
ciprocal services so as to insure 
equality of ratio between that 
which is given by the manufacturer 
and that “whic h is required by the 
manufacturer to be given by the 
customer exists even though the 
service, facility or allowance sup- 
plied by the manufacturer is iden- 
tical with respect to each customer 
whenever the reciprocal services or 
facilities of the one differ in value 
with that required of another, and 
in any trade area the manufacturer 
finds that certain of his customers 
have, and others do not have, the 
facilities and type of business to 
make certain kinds of legitimate 
marketing services suitable and ap- 
propriate. This difficulty is not ob- 
viated simply by requiring iden- 
tity in the kind of services supplied 
to competing customers. 

The initial discretion necessarily 
permitted by the rule to the seller 
in selecting the alternate suitable 
service to be made available on pro- 
portionally equal terms is no wider 
than the discretion he would ex- 
ercise in selecting the service or 
facility to be furnished under the 


“identical service” construction. If 
an alternate and suitable promo- 
tional service or allowance is not 
offered on proportionally equal 
terms to all competing purchasers, 
or if that which the seller things is 
suitable, the purchaser does not 
think is suitable,—that is something 
that the Commission will have to 
decide after complaint is made. 

The Commission disseminated 
printed copies of the rules as they 
were pending before it for its con- 
sideration prior to promulgation 
and received comments and opin- 
ions both to the effect that such 
rules would favor the large cosmetic 
producers to the detriment of their 
smaller competitors, and conversely 
that such rules would favor the 
smaller competitors to the detri- 
ment of the large cosmetic pro- 
ducers. 

In conclusion, the Commission is 
of the opinion that if the provisions 
of this rule are strictly followed, 
then Section 2 (d) or 2 (e) will in 
no way be violated, nor will any 
violence be done to the actual de- 
cisions of the courts in either the 
Arden or the Gus Blass cases, supra, 
both of which involved the worst 
kind of discrimination instead of 
the non-discriminatory conduct per- 
mitted by the rules.—Commissioners 
Carson, Mason and Spingarn. Com- 
missioners Ayres and Mead opposed 
promulgation. Their statement will 
be published in a succeeding issue. 


British Retailers Alarmed at 
Possible Price Maintenance Ban 


Retailers in Great Britain are 
watching proposals to ban retail 
price maintenance with alarm due 
to past experience with price wars. 


Packaging Machinery Mfrs. 
to Meet March 30-31 


The Packaging Machinery Manu- 
facturers Institute will hold its semi 
annual meeting at the Hotel Den- 
nis, Atlantic City, N. J., March 30- 
31, 1952. 


First Machinery Corp. Sponsors 
$1500 Used Equipment Contest 


The First Machinery Corp. is 
sponsoring a $1500 contest to pro- 
mote the use of used equipment. 
The contest, which runs until Oc- 
tober 1952, awards $100 a month 
for the best statement on: “My 

Happiest Experience with Used 
Equipment,” with an additional 
$300 for the year’s best article. It is 
open to any person connected with 
the chemical and allied industries. 
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T.G.A. Changes Dates of 
1952 Convention 


Ihe convention of the ‘Toilet 
(soods Assn. in 1952 will be held 
May 12, 13 and 14. This advances 
the original dates by one day. 


Chemical Specialties Mfrs. Assn. 


Holds 38th Annual Meeting 


The 38th annual meeting of the 
Chemical Specialties Mfrs. Assn. 
was held December 3 and 4 at the 
Mayflower Hotel, Washington, D.C. 


O.P.S. Drafting Ceiling Rules for 
Private Brand Manufacturers 


The O.P.S. is drafting a new 
ceiling price regulation for private 
brand manufacturers. 


N.P.A. Removes Glycerin and 
Alcohol from Scarce Items List 


The N.P.A. has announced that 
the following materials, now in 
more plentiful supply, have been 
removed from its Notice No. 1 list 
of items which are designated as 
scarce and subject to the anti- 
hoarding provisions of the De 
fense Production Act: alcohol, 
ethyl alcohol, benzene, glycerine, 
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crude and refined; and titanium 


pigments. Glycerine and benzene 


remain subject to NPA’s inventory 
restrictions, 1.e., practicable mini- 
mum working inventory. 


Obituary 


Dr. Harry Flamhaft 


Dr. Harry Flamhatt, founder 
and president, of United Labora- 





Dr. Harry Flamhaft 
tories, New York, N.Y., died No- 
vember 27 following a lung opera- 
tion. He had been in ill health for 
some years but despite this man- 
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aged to direct the affairs of his 
company which he established in 
1920. He was educated to be a phy- 
sician and a chemist but his inte 
est in chemistry overshadowed his 
interest in a. _ which 
he abandoned. Priot » founding 
his own company he was associated 
with a drug manufacturing com- 
pany. 

He is survived by his widow and 
two daughters, Vivian and Jean. 

The business will be continued 
by Mrs. Flamhaft and his forme 
associates. 


Ruth Hooper Larison 


Mrs. Ruth Hooper  Larison, 
formerly a contributor to THI 
\MERICAN PERFUMER and the au 
thor of several books related to 
beauty died November 8 in St. Bar 
nabas hospital, Newark, N.J., fol 
lowing a brief illness. Mrs. Larison 
was 50 years old and was the 
widow of William Kenneth Lari- 
son, psychologist and hypnotist 
known professionally as Marsh 
Babbitt. He died in 1948. 

Mrs. Larison had been associ 
ated with the Job Finding Forum 
of the Advertising Club of New 
York since 1940. She had lectured 
wanes and did job counseling at 

‘veral colleges. 
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Industrial Alcohol Tax Lowered 


AJOR alcohol — producers 

are hoping to regain a por- 

tion of the gallonage that 
has been lost to synthetic materials 
as the result of the increase in al- 
cohol tax drawback to non-bever- 
age users that became effective No 
vember 1. While a greater invest 
ment will be necessary because ol 
the higher tax, those consumers in 
the essential oil, aromatic chemical 
and flavoring extract trade who 
qualify as non-beverage users will 
obtain a higher drawback which 
will actually mean lower cost 
alcohol. 


Higher Tax Drawback 


Prior to November | alcohol was 
taxed at $17.10 per wine gallon 
with a drawback of $11.40 making 
the total tax $5.70. Under the new 
tax rates the basic tax amounts to 
519.95 a wine gallon but the draw 
back is higher at $18.05 a wine gal 
lon, thus lowering the actual tax to 
non-beverage users to $1.90 a wine 
gallon. Non-beverage users of alco 
hol are estimated to consume 5 to 
6 million gallons of alcohol a year 
or approximately 5 per cent of the 
total production. Any additional 
gallonage would prove extremely 
beneficial to the industry in the 
lace of a generally lagging indus- 
trial demand for alcohol and the 
inroads made by methanol into the 
antifreeze trade in the past several 
vears. 

The change in the alcohol tax 
also served to remove some of the 
uncertainty that had _— existed 
among flavoring extract manufac 
turers but there still remains the 
question regarding the future price 
trend in certain other basic mate 
ials, especially vanilla beans. Bean 
prices remain close to the lowest 
level in years but with the new 
crop in Madagascar there has been 
considerable speculation as to the 
amount of Bourbon beans that will 
be made available over the coming 
year. There also remains a ques- 
tion as to how large local stocks 
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are, especially in the light of rather 
heavy arrivals from France a few 
months ago and the presence of 
some consignment lots that have 
been hanging over the local mar- 
ket. Some private advices from 
France indicate that there is ap- 
proximately 200 tons of beans in 
France and that the new crop in 
Madagascar will amount to 500 to 
700 tons. Such a quantity, it is said, 
could have a very bearish influence 
upon the market unless consump- 
tion increases and there is a de- 
cided upturn in demand here. 

Comparatively few essential oils 
displayed any real signs of strength. 
Bergamot oil prices remained high 
and virtually nominal in the face 
of a short supply here. Spearmint 
was another strong item but lemon- 
grass displayed a soft tone, and 
prices on such items as sandal- 
wood, peppermint, orange, patch- 
ouli, Dalmatian sage. and Bourbon 
geranium all moved in favor of 
buyers. 


Spearmint Supply Tight 


The strength in spearmint was 
attributed to a tight supply posi- 
tion in the market. A good percent 
age of the new crop of spearmint 
oil has been purchased by large 
consumers and as a result, there is 
a tendency among holders in the 
country to obtain as much as they 
can for remaining lots; it will be 
another year before another crop 
appears and production costs are 
considerably greater than they 
were a year ago. 

Prices on chlorophyll products 
have been withdrawn by some 
dealers because of the tremendous 
demands for chlorophyll for use in 
deodorants, toothpastes and cer- 
tain types of confections. 

Glycerin stocks are gradually 
shrinking nearer to the 50,000,000 
pound mark, a level that had been 
predicted by December. Official fig- 
ures just completed place Septem- 
ber stocks at 54,719,000 pounds in 
contrast to 56,095,000 pounds in 


August. The stocks have been de- 
clining ever since March at which 
time they amounted to 65,000,000 
pounds. September production was 
15,290,000 pounds in contrast to 
the previous months output of 16,- 
064,000 pounds. Two cars of sa- 
ponification glycerin were sold at 
11.8¢ per pound in the latter part 
of last month which would be 
equivalent to 38¢ for crude soap 
lve. Very little if any foreign crude 
was offered. For a time crude soap 
lye glycerin had been quoted at 40¢ 
a pound. Some of the larger refin- 
ers indicated however that they 
were obtaining more crude out of 
their own soap production and 
that they would be in a better po- 
sition to resist any upward trend in 
crude prices by non-refiners. 


Carnauba Wax Strong 


While carnauba wax prices had 
settled to about 30 per cent below 
the high prices prevailing in the 
market earlier in the year, the mar 
ket developed renewed strength 
despite the fact that first cuttings 
of the new crop were well under- 
way. Not a great deal of wax is be- 
lieved to be available in this mar- 
ket. The dock strike held up some 
incoming shipments and __ local 
houses immediately started quot- 
ing premium prices for limited 
amounts in warehouse. The second 
cutting of the new crop in Brazil, 
which is normally much greater 
than the first cutting, is expected 
to get underway within the next 
few weeks. Despite the constant use 
of extenders the overall consump- 
tion of carnauba wax has been 
steadily climbing in the United 
States. 

Menthol prices reached a new 
low level for the year because of in- 
active demand. Purchases by some 
of the larger consumers following 
the Korean conflict have placed 
them in such a comfortable inven- 
tory position as to carry them 
through the winter months. 
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write today for sample 
and further information 


PLYMOUTH CRYSTENMS 


WHITE OIL 


This oil has been the standard for many of America’s very 
oldest cream manufacturers since their origin. It is water- 


. of 


white and crystal-pure . . 


U.S. P. Acid Test and free of fluorescence 


refined for the cosmetic industry and as pure as a mineral 
oil can be made. Because of its extra lightness you should 


specify it for the soft, light, fluffy creams demanded today. 


Other mineral oils of heavier body if desired. 


. odorless and tasteless . . 


... especially 


NYTAL 300 
the Twi tale 


1100-mile-per-hour jets of high-temperature compressed 
air whirl particles of high grade talc ore around in a 
fluid energy mill to produce Nytal 300 . . . a finer, softer 
talc than could be obtained by any of the conventional 
grinding methods. 


Each tiny particle in the air stream literally shatters 
itself against its neighbor to give an average particle 
size of only 1.8 microns by air permeation. Only a trace 
of Nytal 300 is left on a 325-mesh screen. 


This fine talc offers you greater softness, adherence, 
covering power, and resistance to wetting, as well as a 
good white color (Higgins Brightness approx. 91). 


R. T. VANDERBILT CO. 


specialties department 


230 Park Ave., New York 17, N.Y. 
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PLYMOUTH PETROLATUMS ILS. P. 


All Petrolatums are refined and straight filtered from 
Pennsylvania Crude. None are acid treated and all are 
long fiber and of U.S.P grades. 


Both soft, low melting point consistencies and pharma- 
ceutical grades . . . as well as the regular grades for 


the drug and cosmetic industry. All grades are offered 
from Snow White to Amber. 


A Complete LINE OF COSMETIC RAW MATERIALS 
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PRICES IN THE NEW YORK MARKET 


@NUNenenennnnanaenaeNANNNNNNNNENEREREDNAEDENEODENTNADOGLLTLAANAANNNANANANNNNNONNNONEOASEEELELELEGOOGLOGUEAOOOAAOOAEOENAUONNENADERDEEDEOERLOGUOUOAOUOUONOONOGOUAEUAUNEONEROGOUOLEOELOGULEGOUgDOUUUOUGUOUEUCOOEORUEEONEEOUEEODS OUQGGUUOUOROECOECCOOOROUEREOEONEEOOGURGAUGOoaguOcanANOeNcccencenesocusoucgoogousonsoocuececientoneceeglD 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS BE Gaatandeweeed <dane 1.90@ 2.25 Petale, extra NF ....... 155.00@ 180.00 
BONO GIB ic cccecccccxs 9@ 1.75 Nutmeg, East Indian .... 4.15@ 5.50 
All prices per lb, unless otherwise speci- Cloves, Zanzibar ........ 3.50@ 3.60 Ocotea Cymbarum ...... 80@ 1.00 
ed. Madagascar ........+4. 3.65@ 3.75 CE adc dedaccsaucas 5.30@ 7.00 
Almond Bit, FPA per lb.. 3.25@ 4.25 COMME oddcasecsesunces 250@ 3.00 Sid dv ccavdowsves 45.00@ 48.00 
SE UD. ccccvcseses 58@ 15 CN. dntagccudeeuads 25.00@ 30.00 Orange, Florida ......... 2.40@ 2.60 
Apricot Kernel ......... 55@ -70 Cs déccnncusseecieutic 5.00@ 6.20 DN a cetakaceeelus 150 Nom’l 
GE earcanavwnddacceds 1.75@ 2.50 CEE cocdeaccectecéuarde 5.65@ 7.00 Ce ON adda cee wsiee 2.00@ 2.75 
Angelica Root ........... 135.00@ 170.00 Dill— DR dacdcaducavaas 1.10@ 
Be ONG ocuccndcoens 175@ 1.85 WEE cxoacescucucecde 4.00@ 4.50 Origanum, rectified ...... 2.75@ 3.25 
Aspic (spike) Span ..... 2.75@ 3.50 BEE Sncdccsavanseasas 6.25@ 6.85 Orris Root, abs. (oz.) .... 65.00@ 70.00 
DET sciuricniens coat 100@ 1.10 CN i ce eawanacenee 6.50@ 7.00 MEE 6 bic ddndaccedd 36.00 Nom’ 
Dy aubededccsecnseevets 165@ 2.10 Eucalyptus 80-85% ...... 130@ 1.55 PUNE Ks cavdcateaews 10.50@ 12.00 
MEE. cktccaesseunes 15.00 Nom’l Pommes, Sweet ..ccccccess 2.40@ 3.20 Pennyroyal, Amer, ....... 4.10 Nom’l 
RD eceuncsKendea 3.25@ 4.25 CN OOD  waiikcdenicsns 6.504 7.00 Nh oid oda ccedas 425@ 4.85 
Birchtar, crude .......... 150@ 1.55 GOD vocccvdcanecces 1.70@ 2.25 Peppermint natural ...... 7.35@ = 17.65 
Birchtar, rectified ....... 4.00@ 4.50 Geranium, Rose, Algerian 22.50@ 26.00 fo Ee 7.75@ 8.10 
errr 465@ 5.00  ccacueckddewdy 23.00@ 30.00 RU hunddecacsnees 3.15@ 3.75 
ok a eee 40@ .60 Ncwkianwties kos 7.50@ 9.00 Pimento, Berry ......... 4.60@ 5.50 
Camees CB ie eseccces 2.15@ 2.50 GI cake ctaccenacdaxs 19.50@ 22.00 RM datdaasddcevadedes 2.35@ 2.95 
Cajuput (technical) ..... 2.45@ 2.65 Guaiac (Wood) ......... 1.75@ 2.00 Pinus Sylvestris ......... 2.65@ 2.85 
CS See ea veacieue 20.00@ 25.00 CG hs a ceaeidwsede« 2.25@ 2.80 _. SRS ee 285@ 3.20 
Camphor “White” ....... 30@ 60 Juniper Berry ........... 2.75@ 3.60 Rose, Bulgaria (0z.) ..... 45.00@ 60.00 
Cananga, native ......... 9.00@ 12.00 eS CP e ree 400@ 4.85 ee 26.00@ 32.00 
(rrr 950@ 9.85 OCCT Ce 3.35@ 4.50 Rosemary, Spanish ...... 9@ 1.35 
GE  ckedenvdcdevecas 4.05@ 5.10 Lavender, French ....... 4.50@ 10.00 DOGG, SUGMO: < oc ccsccces 100@ 1.85 
Cardamon .........-.+-++ 38.00@ 70.00 CR CREED os ccenceecs 4.65@ 5.00 Sage, Dalmatian ......... 10.50@ 13.00 
I 4 piwik acusean dt 40.00@ 48.00 SES eee 3.85@ 8.00 Sandalwood, N. F. ....... 11.50@ 12.00 
Cassia, rectified, U. S. P. 5.15@ 5.75 EMER, so ccscncucves 3.00@ Sassafras— 
Cedar leaf U.S. P. ...... 285@ 3.25 Limes, distilled ......... 8.20@ 8.60 PE Sckeacnceaond 80@ = 1.00 
Se WOE 6 eecdsceeee 55@ -70 BNE ccécceeecwees 7.75@ 9.00 SINR dS vacceucedces 31.00@ 35.00 
ST cdseactcicaiceaees 17.00@ 17.75 Linaloe wood ........... 4.65@ 4,80 DEON cdcivaveasewss 7.25@ 8.40 
Chamomile Hungarian ...280.00@ 325.00 eS 10.00@ 12.00 WR acdegcawedcvcedyac 2.25@ 2.75 
Cinnamon oil, Bark ..... 35.00@ 50.00 DE isnwdvaacieeenaneae 455@ 6.00 Sweet birch Southern .... 2.25@ 3.00 
OE. cht énacescncksnes 2.25@ 3.10 SE cidicide- iwecavecs 435@ 4.60 i re 490@ 7.50 
Citronella, Ceylon ...... 135@ 1.50 Neroli, Bigarde P. aaees 85.00@ 95.00 OE. skkkdddncoecwanes 8.60@ 9.00 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 


ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
is wholly satisfactory in giving the characteristic Orris note. 
It is therefore fortunate that these well known Bush specialties 


are now readily available. 


W. J. BUSH & CO., Inc. 


ESSENTIAL OILS ... AROMATIC CHEMICALS .. . NATURAL FLORAL PRODUCTS 


We have moved fo larger offices at 
19 \/IST 44TH STREET, NEW YORK 18, N. Y. . Murray Hill 7-5712 


LINDEN, N. J. NATIONAL CITY, CAL. 
LONDON MITCHAM WIDNES 
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THE C. E. ISING CORPORATION 


MANUFACTURING CHEMISTS 


Aromatic fixative 
AROMATIC PRODUCTS 


RESINOIDS . 
| FLORAL BASES 
= ISOLAROMES 
(Fixatives) 
TRUODORS 


(For Perfumes and Toilet Waters) 


FOUNDED 1908 
FLUSHING . NEW YORK 











The Essential Oils 


4 Volumes 


25 YEARS OF SPECIALIZATION 
For the past quarter century we have confined 
our efforts exclusively to the production of the by Ernest Guenther, Ph.D. 
Resinoids and Essential Oils listed herewith. 
Vol. |: All the up-to-date information on the 
chemistry, production, and analysis of essential 
oils. 448 pp. $6.50 postpaid. 


We have always been guided by our belief— 
“There is no substitute for quality” 


If you wish to deal directly with specialists, 


WE ARE YOUR LOGICAL SOURCE OF SUPPLY. 


Vol. Il: Data on several hundred of the more 
important constituents of essential oils . . . gives 
structural formulas, occurrence, methods of iso- 
lation and identification and physico-chemical 
properties of these compounds. 852 pp. $12.00 


Resinoid LABDANUM 
Resinoid OLIBANUM 
Resinoid STYRAX 
Resinoid BENZOIN SIAM 
Resinoid GALBANUM 
Resinoid OPOPONAX 
Resinoid OAKMOSS 
Resinoid ORRIS 
Resinoid BALSAM PERU 
Resinoid BALSAM TOLU 
Resinoid MYRRH 
Resinoid MASTIC 
Resinoid MACE 
Resinoid CASTOREUM 
Resinoid TONKA 


Oil BALSAM PERU 
Oil BALSAM TOLU 
Oil LABDANUM 
Oil OLIBANUM 
Oil GALBANUM 
Oil OPOPONAX 
Oil STYRAX 
Oil MYRRH 
Oil MASTIC 


Vol. Ill: First of the monograph series, describ- 
ing oils of plant families Rutaceae and Labiatae 

. individual oils, their botanical and geo- 
graphical origin, methods of cultivation. 777 pp. 
$12.00 


Vol. IV: Just off the press. Monographs of in- 
dividual oils arranged according to a botanical 
system, with six families covered in this volume. 
Each monograph an encyclopedia on the sub- 
ject. 752 pp. $12.00 postpaid. 


Order Directly through 


Moore Publishing Co., Book Dept. 
48 W. 38th St., New York 18, N.Y. 


Oil CIVET SYNTHETIC—A remarkably true re- 
production having every quality of natural Civet at 
a small fraction of its cost. Used by discriminating 
perfumers since its introduction, ten years ago. 


AL(PSTICKS 


b MASCARA 
SUPPOSITORIES 
 STYPTIC PENCILS 


A . Inc. 
INDUSTRIAL AROMATIC CO. Inc Wait foe 


511-519 EAST 72ND STREET, NEW YORK 22, N. Y. 
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Thyme, OEE catecesicnnen 2.00@ 2.75 C 16 (Strawberry Ethyl Formate .......... 10 80 
White 2... eeceeceeees 2.25a 2.80 so-called) ....... 6.25@ .70 Ethyl Propionate ........ 0@ = 1.00 
Valarian, ere 75.00@ 88.00 Amyl Acetate ........... .60G .70 Ethyl Salicylate ... ..... 1.00@ 1.50 
Vetivert— Amyl Butyrate ....... .. 100@ 1.25 ~~ Ethyl Vanillin .. ..... . 7130@ 7.40 
Haitian ............... 22.00@ 25.00 Amylcinnamic Aldehyde . 2.20@ 2.40 DI eigen weinn deinen 2.50@ 3.25 
(SE ee . 35.00 38.00 Amyl Formate ........... 1.00@ 1.25 Eugenol ........ a asad alle 3.50@ 4.00 
Bourbon ............. 27.00@ 32.50 Amyl Phenylacetate ..... 3.75@ 4.10 Geranoil, dom. .......... 200@ 3.10 
Wintergreen, Southern ...  3.35@ 15.00 Amyl Propionate ........ 125@ 1.60 Geranyl Acetate ......... 2.75@ 3.80 
Northern ............. 6.00@ 13.50 Amyl Salicylate ......... 100@ 1.25 Geranyl Butyrate ..... .. 630@ 6.65 
Wormseed ecccccoccececs 7.50G 8.00 Amyl Valerinate ........ 2.004 2.50 Geranyl Formate ........ 6.35@ 6.60 
Wormwood ..........+. 6.75@ 7.00 PN a Sar idee oss eens 140@ = 1.60 Guaiac Wood Acetate .... 4.65@ 5.00 
Ylang Ylang. Bourbon ... 20.00@ 25.00 Anisic Aldehyde ......... 270M 2.90 Heliotropin, dom, ....... 350@ 3.90 
Haitian ............ .. 12.85 Nom’l Anisyl Acetate .......... 6.000 = 6.75 Hydrotropic Aldehyde ... 6.30@ 6.85 

es atk ; Benzyl Acetate .......... 154 85 Hydroxycitronellal ...... 8.50@ 10.00 
TERPENELESS OILS Benzyl Alcohol ...... .. 8@ 85 Feats Ge Be cece ..... 20.00@ 22.00 

Bay 270@ 2.90 Benzyl Butyrate Scnacece- ae ee veces eae aad 8.75@ 11.25 
Berg —_. Se sae 21.504 23.00 Benzyl Cinnamate 5 . 330@ 3.60 BE i esaes .--. 7.50@ 10.00 
Grapefruit PRT SES OeS ORES eA 30.004 38.00 Benzyl Formate ......... 2.004 2.30 Iso-borneol ...... euteees 1.65@ 1.80 
——. 11.00 } 500 Benzophenone ... ...... L75@ 2.00 Iso-butyl Acetate ....... 85@ = 1.50 
i mh rete Ee 00@ 52.00 Benzyl-Iso-Eugenol .. .. 9.75@ 10,00 Iso-butyl Benzoate ....... 110@ 1.50 
—-. ee oe Benzyl Propionate . .... 1.60@ 2.20 Iso-butyl Salicylate ...... 2.15@ 3.00 
. Distilled ees * 6000@ 62.00 Benzyl Salicylate «aves Se Bae Iso-eugenol .. . .. «ee. 465@ 490 
ey ee +t80t ae ety Benzylidene Acetone .... 2.00@ 2.75 PIGMIOD caccscescccevans Ce 2.80 

Orange sweet . i ..135.00@ 170.00 B el © wee 635 aS Rectal 6.15@ 7 a4 
Peppermint fm .. 15.00@ 15.25 FOMSCYFOE 2. .cceree - 19 8. o analool .........-. oo + £00 
Petitgrain 550@ «6.4) Butyl Acetate, normal ... .1944@ 20% Linalyl, Acetate 90% .... 6.25@ 7.00 
epics ater «lili eee eeee ee” necege 615.00 Cinnamiec Alcohol ..... . 3.100 3 75 Gt adchctondeavdsveks 6.75@ 7.85 
Tp sencesscreens Sim : Cinnamic Aldehyde ..... 1.25@ 1.40 Linalyl Formate ... ... 13.05@ 13.85 
DERIVATIVES AND CHEMICALS Cinnamyl Acetate ....... 3.754 4.50 Linalyi Propionate ....... 11.90@ 12.50 
CG BS hctctevrcss 7.800 = 8.30 NIN .5i4 Cage ance nes sic 940@ 10.50 

Acetaldehyde 50% ....... 2.15@ 2.50 error ere 3.200 =3.85 Methyl Acetophenone 150@ = 1.90 
Acetaphenone ........... 160@ 1,80 Citronellyl Acetate ..... 1.95@ 5.20 Methyl Anthranilate ..... 2.60@ 3.40 
Alcohol C 8 .. ccovesce Ge aaa Citronelly] Butyrate ..... 6.50@ 6.85 Methyl Benzoate .. ... 60@ 1.00 
Ret Seeakeus weceeceee 12,60@ 14.00 Chae te céue wav 2.95@ 3.50 Methyl Cinnamate . ..... 1. 75% 2.25 
GWM .«. ... 200@ 2.30 Cuminic Aldehyde ...... 5.900 6.35 Methyl Heptenone ....... 7.15@ 8.00 
a ee aoe .. 13.60@ 14.50 Diethylphthalate ........ 50G 9 Methyl oe Carbonate 15.00@ 60.00 
cB... ‘ ..» 230@ ~~ 2.65 Dimethyl Anthranilate ... 5.75@ 6.00 Methyl Naphthyl Ketone 4.75 Nom’l 
Aldehyde C 8 . ceeeee 900@ 11.00 Diphenyl Methane .......  115@ 1.30 Methyl Phenylacetate ... L2@ 185 
oe aes errr * mee Ethyl Acetate ........... 35@ 38 Methy: Salicylate .. 9G 80 
cr. , wetewaeus 8.354 = 8.60 Ethyl Benzoate .......... 85@ 90 Musk Ambrette ..... . 5.604 5.70 
 éxécdconecuaesaes 18.60@ 20.00 Ethyl Butyrate ..... oi 80a 95 eer cee cine! en eae 
at Re errr 15.754 16.50 Ethyl Capronate .. . .- 2.20@ 3.15 ONE ea x diawade eeu 1.90 
C 14 (Peach so-called) 6.85@ 7.50 Ethyl Cinnamate ........ 245@ 2.80 Neroline (ethyl ether) .. 250@ 2.80 


AMERCHOLS 


are naturally superior 


The AMERCHOLS are surfactants which are NATURALLY good for the i 
skin and hair. They are odorless, color free forms of cholesterol and 
related rare sterols which we isolate in purified form from animal 
tissues. They are stable in the presence of acids, alkalies and most 


itr ye LY) Tare 


effective liquid-cholesterol penetrant. 


WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 


Our research laboratories are available to you for advice and information. 
Our booklet will help you formulate the AMERCHOLS in O/W and . AMERICAN wine CHOLESTEROL PRopucTs 
Oras 


W/O emulsions. Mittrown mow ia 
. fy 


drugs 
Try AMERCHOL L-101 in your hair preparations. It is a highly 


i 
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(CONSOLIDATED | 
Established 1858 FRUIT JAR CO. 
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NEW BRUNSWICK, NEW JERSEY 


SHEET METAL GOODS : SPOUTS : SPRINKLER TOPS : DOSE CAPS 






Absolute French Perfume Bases | 
All of the Most Popular Types | 


Series 300 Oils 
Water Soluble Perfume Oils 





Experimental data and prac- 
tical manufacturing experience of nearly 
100 years’ specialization in beeswax and beeswax 


Exquisite Perfumes in Bulk compounds are at your service without cost or 


obligation. Write about your beeswax problems to 


De dbamio cs tas aatahaaaaied meds. Our | WILL & BAUMER CANDLE CO., INC., Syracuse, 
consulting Department is always at your service. N. Y. Est. 1855 


| KE. M. Laning Company Spermaceti—Ceresine—Red Oil—Yellow Beeswax—Composition 


Waxes — Stearic Acid — Hydistear 





433 Stuyvesant Avenue Irvington 11, N.J. 





Useful Books on Flavor 


Flavor by Ernest C. Crocker. 
Philosophy of flavor perception, chemistry of flavoring 
agents . . Methods of preventing off flavors in 








OF 

FINE 
LABELS 
TAGS & 
PACKAGES 
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Synthetic Food Adjuncts by Morris B. Jacobs, Ph.D. 
Synthetic food colors, flavors, essences, sweetening 
agents, stabilizers and similar food adjuncts .. $6.25 










BOOK DIVISION 
Moore Publishing Co. 48 W. 38 St. New York 18, N. Y. 






154 WEST 147TH STREET, NEW YORK Ii, NEW YORK 
TEL: OR.5-0228 








Srove On ond On wntll Foy Tobe # OFF 


476 December, 1951 The American Perfumer 











a —— CC, LLL LLL LL 
————_ 


—— eg 


Paracresyl Acetate ....... 2.20@ 
Paracresyl Methyl Ether . 2.50@ 
Paracresyl Phenyl-acetate . 4.75@ 
Phenylacetaldehyde 50% . 2.75@ 
DUET eeekdciseeedences 4.10@ 
Phenylacetic Acid ....... 1.65@ 
Phenylethyl Acetate ..... 2.00@ 
Phenylethyl Alcohol ..... 1.75@ 
Phenylethyl Butyrate .... 4.20@ 
Phenylethyl Propionate .. 3.40@ 
Phenylethyl Salicylate 4.35@ 
Phenylethyl Valerianate 5.70@ 
Phenylpropyl Acetate 3.50@ 
CR ta cialda wa deca 40es 1.25@ 
Gentes C.F. Cea.) .cccoves 2.65@ 
Styrolyl Acetate ......... 1.90@ 
Vanillin (clove oil) 5.00@ 
CEE . sacveusrcees 3.004 
BP kcctgescuvcedeas 3.00@ 
Vetiver Acetate .......... 47.50@ 
Violet Ketone Alpha ..... 9,.90@ 
Yara Yara (Methyl ether) 2.25@ 
BEANS 
ee eee re 1.75@ 
WE ciendceuesse 4.75@ 
Mexican, whole ......... 5.35@ 
perro 2.50@ 
Tonka Beans Surinam ... 1.00@ 
Vanilla Beans 
ee 2.904 


SUNDRIES AND DRUGS 


DEORE. Seicnnencveddt es 104@ 
Ambergris, ounce ........ 8.00@ 
Balsam, Copaiba ........ 1.554 

PE cond tcearerenadané 2.10@ 
Beeswax, bleached, pure 

We ee ce ecddcéhceced ne 80@ 
Yellow, refined .......... .233@ 
Bismuth, subnitrate ...... 2.65@ 


Borax, crystals, carlot ton 61.25@ 
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Boric Acid, U. S. P., ton 129.00@ 


Calcium, Phosphate ..... .08@ 

Phosphate, tri-basic .... .0654@ 
Camphor, pwd., domestic. .60@ 
Castoreum, nat., cans .... 7.10@ 
CAN, ED odccacsude 1.32@ 
Chalk, precip, bags, clts .. .0274@ 
Cherry Laurel Water, jug, 

MA <aigvuntnasenceducy 1.25 
Ce ME ddavaseancens .28144@ 
CO GUEE edcceuceecs« 4.25@ 
Cocoa, butter, bulk ...... 524 
Cyclohexanol (Hexalin) .30@ 
Dextrine, white, cwt. .... 8.19@ 
Fuller’s Earth, Mines ton . 27.00@ 
Giyeerin, C. PF. ...ccccess DARE 
Gum Arabic, pwd, ...... .21@ 

PE kctaceteessisne A7G@ 
Gum Benzoin, Siam ...... 3.50@ 

PY Sakavutesiacns A0G 
Gum Galbanum ......... 80@ 
GN RE 608 veccdevees 30@ 
ONS, vccsncuciees 25@ 
te cewidvcvicueddee 05@ 
I aaa ddan wae 5.00@ 
Lanolin, hydrous ........ 34@ 

ror rrr 364 
Magnesium, carbonate ... .114@ 

TS re cee eaua de 4A2@ 
Musk, ounce ............ 10.00@ 
Olibanum, tears ......... .20@ 

DC Ctcheeduesees 16@ 
Orange Flower Water, 

"SNE ESE ee ee 1.75@ 
Orris Root, Italian ...... .20@ 
DE denne daecdeyases 06344 
Peroxide (hydrogen U, S. P.) 

a Ad Uber eade bene 035%4@ 
Petrolatum, white ....... 06344 
er eee 854 
ee 14d 
Rose flowers, pale ....... 404 
Rose Water, jug (gal.) . 1.50@ 
Rosin, M. per ewt. ...... 9.90@ 
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& ROUBECHEZ perfume chemists 
can help you create “An Original” 
fragrance that is distinctly differ- 
ent and modern. 
Consult us regarding your indi- 
vidual problem. 


20158. BARRE 


eer 
WE TEUUER ‘ccccivesues 2.45@ 
Silicate, 40°, drums, works, 

FO IEE dic ensconced 1.10@ 
Soap lye, crude .......... 38@ 
Sodium Carb. 

58% light, 100 pounds . 1.60@ 

Hydroxide, 76% solid, 

100 pounds ......... 3.35@ 
SE i cradedcanenses 34@ 
WE Cig anddecccdvccaws 1.50@ 
UN BORE onc wc ccctes 391444 
Tragacanth, No. 1 ....... 3.75@ 
Triethanolamine ........ .264@ 
Violet Flowers .......... 1.85 
Zinc stearate, U.S.P, ..... A1@ 

Onite, US. wccccccss See 


OILS AND FATS 
Castor, refined, drums ... 3644@ 
Coconut, crude, Atlantic 
WONG GONE ion <ocecseus 13@ 
Double distilled, drums .2054@ 
Corn, crude, Midwest, 
WU it adcdeseace 4 155444 


Corn Oil, refined, tanks .. .1944@ 
Cottonseed, crude tanks . .1354@ 
Grease, white ........... 08544 
Ri COE fe ccceceneawd I54@ 
Lard, Oil, common, 

BUOY BMGs cteccses 134 
Olive, edible (gal.) ...... 2.20@ 
Peanut, crude tanks ...... 16344 
Peanut, refined tanks .... .194%4@ 
Red Oil, single distilled 

GE wdncdakddeudiess 144 

Double distilled ...... 16444 
Stearic Acid 

Triple Pressed ........ 14444 

Double Pressed ....... . 124,@ 
Tallow, acidless, drums . 14@ 
Be QI ccsnacccscc 08444 


42@ Nom’ 
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CLASSIFIED ADVERTISEMENTS 


Rates per line, per insertion: Business Opportunities, $1.00; Situations Wanted 


and Help Wanted, 50c. Please send check with copy. 


BUSINESS OPPORTUNITIES 
PRIVATE LABEL STICK COLOGNE 
We can offer the very best quality and handle large production 
volume. Many years experience—we are the originators. At 
present supplying some of the largest concerns in the country. 
MIR-I-BEN LIPSTICK LABORATORIES, 2508 Nicollet, Min- 


neapolis 4, Minn. 





WANTED: Cancelled-unshipped-rejected or overstocked toiletries. 
chemicals, drugs, solvents, pharmaceuticals, oils, pigments, etc. 
CHEMICAL SERVICE CORPORATION, 80-08 Beaver St.. New 
York 5, N. Y. HAnover 2-6970. 

Small fully equipped cosmetic or drug manufacturing plant ad- 
vantageously located in Ontario, no Real Estate involved, offered 
by a financially strong Limited Company. Object retirement of 
principals. Excellent opportunity for American firm to establish 
in Canada with small investment. Inquiries solicited from Prin- 
cipals only. Write Box 2931. The American Perfumer, 48 West 
38th St., New York 18, N. Y. 





FOR SALE 





FOR SALE: 1-Pneumatic Scale Packaging Line, including tite 
wrap machine, 30/min. capacity; 2-Lee 400 gal. S/S Kettles, 100# 
jkt. pressure; 1-Lee 150 gal. agit. S/S Kettle, 100# jkt. pressure; 
29-S/S clad, open Kettles, 30, 40, 60, 75 and 80 gal. capacities, 
40 jkt. pressure; 8-Standard Knapp, Ceco & ABC Gluer- 
Sealers & Compression units; 5-Double spiral Ribbon Mixers, 
1200, & 18004 capacities; 1-Munson Rotary Dry Batch Mixer, 
2000 capacity; 1-Shriver 24” & 1-Sperry 30” Aluminum Filter 
Presses; 4-Day #71, S/S Roball Sifters; Dopp 350 and 650 gal. 
Open jkt, Kettles; Empire State Para Block Press; Stokes 
79-80 Tube Filler & Closer; Stokes DD & RD Rotary and 
Colton 3DT & #4-14 Single Punch Tablet Machines; 1-Fitzpatrick 
5/S Model D Comminutor; NJ Pony Labelrites; 50-Aluminum 
Storage Tanks including 800, 600, 250, & 200 gal. capacities. Only 
a partial list. Send us your inquiries, Consolidated Products Co., 
Inc., 14-15 Park Row, New York 38, New York. Phone: BArelay 
7-0600. 


SITUATIONS WANTED 





COSMETIC CHEMIST: 15 years of experience. Unusually good 
for all kind of face and hand creams, lipsticks, lotions, etc. Ex- 
cellent for a high class line. University graduate. Write Box 
2897, The American Perfumer, 48 West 38th St.. New York 18. 
New York. 


HELP WANTED 


EXPERIENCED COSMETIC COMPOUNDER 

Knowledge of cosmetics formulating and testing desired. Op- 
portunities for advancement. Large well-known company. Write 
sending complete resume including education, experience and 
salary requirements. Information will be kept in strict confidence. 
Write, Box 2929, The American Perfumer, 48 West 38th St., New 
York 18, N. Y. 





SALESMAN: wanted by old established aromatic chemical house. 
Excellent opportunity for man experienced in selling compounds. 
Salary and liberal commission. Write in confidence. Box 2930, 
The American Perfumer, 48 West 38th St., New York 18, N. Y. 


Something to Sell? 


A few words in the Classified section of 
AMERICAN PERFUMER will be seen by 
your prospective buyers when they are 
ready to buy. 


Try this inexpensive way to get your mes- 
sage to the whole Perfumer market 


Here’s my message 


(address) 








LANOLIN U.S8.P. 


EVENTUALLY—For better creams, with economy 


B-W Lanolin the superior quality puts into your cream that which gives the 


skin that smooth soft velvety feeling. 


B-W Lanolin will never cause your cream to darken, is best by test and con- 
tains over 15% free and combined Cholesterol. 


No other base used in your cream, equals the merits of B-W Lanolin. 


B-W HYDROPHIL (Absorption Base) Made in U.S.A. 


BOPF-WHITTAM CORPORATION 


Executive Office, Laboratory 
and Factory: Linden, N.J. 
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America’s Original Lanolin Producer 


ESTABLISHED 1914 


Sales Office: 509 Fifth Ave. 
New York, N.Y. 
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OUR CHEMICAL CONSULTANTS CAN HELP YOU 
In Cosmetic Formulation and Improvement 
We likewise serve in Packaging Problems . . . Perme- 


ability and Dermatological studies . . . Organoleptic Panel 
Tests on Taste, Odor, Flavor Evaluation. 


Write Today 
for Booklet No. 3 


FOSTER D. SNELL. «< 
RESEARCH LABORATORIES 
29 W.15'*? St. New York II,NY 


“The Chemical Me 


Ton bee EVERY FORM OF | 
CHEMICAL SERVICE & 





LEBERCO LABORATORIES | 


Irritation Studies—Sensitivity Tests 

Toxicity and Safety Tests on 

Shampoos-—Cold Wave Lotions—aAll Cosmetics 
Pharmaceutical and Cosmetic Research 

Hormone Assays—Bacteriological Studies 


127 HAWTHORNE ST., ROSELLE PARK, N. J. 














ALBERT B. PACINI, Sc.D. 


Cosmetic Consultant 
Processes Products 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 


Bo Prytz, Ph.D. 


Consultant 


Enzymes, analysis, pharmaceuticals, 
drugs and cosmetics 


Cold Spring Harbor, L. I., N. Y. 





GEORGE W. PEGG Ph. C. 
Consulting Chemist 
MEDICINALS COSMETICS 


Specializing in Labeling and Advertising 
to meet Federal and State Regulations 


Appointments promptly arranged 
57 Fourth Ave. Telephone ORange 53-9007 East Orange, N. J. 





Carl N. Andersen, PhD 


Consulting Chemist 


Cosmetics, Soaps and Synthetic Detergents 


342 Madison Ave., New York 17, N.Y. Laboratory: Briarcliff Manor, N.Y. | 
Phone: Vanderbilt 6-0492 Phone: Briarcliff 6-1550 | 
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JOHN H 
DIE STAMPING 
Telephone: 

COLUMBUS 5-5600 


"L’ART de la PARFUMERIE par EXCELLENCE” 


DR. JEAN JACQUES MARTINAT 


PERFUMER-CHEMIST CONSULTANT 


Perfumes 
Cosmetics 
Toilet Articles 
Soaps Unique Kind of Professional Services. 
Flavors. 


Creations of Highly Original Perfumes 
Duplications of Most Difficult Fragrances 


333 WEST 52ND STREET, NEW YORK 19, N. Y. 


Kindly Inquire 
TEL. PLAZA 7-3861 


Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Iso Propyl Quinoline e Isobutyl Quinoline 
Ethyl Anthranilate e¢ Butyl Anthranilate 


Skatol 
Linalyl Anthranilate e  Linalyl lsobutyrate 


CAIRMOUNY 


CHEMICAL CO., INC. 


600 Ferry Street Newark 5, N. J. 





FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


46 Years of ‘RESULT PRODUCING" Service 
Proves Our Worth. The “TRADES” Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS = RESULTS” 





ORN 835-839 TENTH AVE., NEW YORK 19, N.Y 
ENGRAVING G 
Cable Address 
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INDEX TO ADVERTISERS 


Alrose Chemical Co. ............... — 
Alsop Engineering Co. ............. — 
American Cholesterol Products, Inc. 475 
Aromatic Products, Inc. ............ 409 
REDE PPAR, co 5 ons 0000i ave downs — 
Association of American Soap & Glyc- 
erine Producers, Inc. ............ — 
aye Premwmets, Ge. ....5....c0s00. 404 


Berje Chemical Products, Inc. 


Bopt Whittem Corp. ......cs.sesess 478 
Bridgeport Metal Goods Mfg. Co... — 
Bush & Co., Inc., W. J. ....... 401, 473 


Bush Aromatics Division of The Dow 
Chemical Co. ..... Inside Back Cover 


California Fruit Growers Exchange . 406 
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Cameo Die & Label Co. ............ 176 
Camilli, Albert & Laloue, Inc. ..... 480 
Carbide and Carbon Chemical Divi- 


sion, Union Carbide and Carbon 
Corporation 


Carr-Lowery Glass Co. ............ - 
ES ee ee ee 474 
Chiris Co., Inc., Antoine ........... 418 
Classified Advertisements .......... 478 
Consolidated Fruit Jar Co. ......... 476 
Cosmetic Laboratories, Inc. ........ - 
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NE, BiG Ti. Bee. 4055500 is saecy ss 460 
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Insert between 408-409 
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Insert between 448-449 


ALMOND OIL, BITTER F.P.A 


ANGELICA 


BASIL GRASSE 
BERGAMOT, Terpeneless 
CHAMOMILLE Roman 


CARROT 


CELERY from Seeds 


CLARY SAGE 
CORIANDER 
COSTUS 
CYSTE 


Jasmin 


14 E. 48th St., New York 
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CAMILLI, ALBERT & LALOUE, S.A. 


Grasse, France 


MAXIMAROME 


ESSENCES 


GALBANUM 
HYSSOP 
LAVENDER 
LAVANDIN 
LOVAGT 
MELISSE 
NIAOULI Natural 
OLIBANUM 
OPOPONAX 
ORANGE Bitter 
OTTO OF ROSE 
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CAMILLI, ALBERT & LALOUE, INC. 
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Vansernet Ce. Ene. BR. Te ..ccccoce 472 
i ne eee - 

Verona Chemical Co. ............ . 
Voss Corporation, Karl ........... 164 


Whittaker, Clark & Daniels ...... 
Will & Baumer Candle Co., Inc. .. 476 
We, Bley Bs Te Sie wsnes Front Cover 


Established 1830 


PATCHOULY 
PEPPER Black 
PETITGRAIN 
ROSEMARY 
SANDALWOOD 
TARRAGON 
TANGERINE 
THYME 
VERBENA 
VERTIVERT 
YLANG YLANG 


Above Natural Perfumers’ Materials Stocked by Our American Rose 


Plaza 3-6070 
Cable address: Maximarome 
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Index Vol. 58 


Abstracts—190, 199, 269, 355, 439 
Acuna, Georges—-389 
Additives for Soap, New, by P.I. Smith—367 
Adelphi College Seeks Literature for Library 
207 
Adulteration, Vegetable Wax—333 
Advertiser to cease calling domestic perfume 
French—387 
Advertising, Purpose of—424 
Agency, Help Your, by Jill Jessee—177 
guide, Sun Products . . ., Better Business 
Bureau issues—46 
Rise in drug, toiletries manufacturers—57 
Tie-in Cosmetic—104 
Aerosols, The Perfuming of .. ., by Raoul 
Pantaleoni—425 
After shaving lotion—419 
Air Vent Pouring Spout—272 
Alcohol, castor oil and water miscibility—337 
A libis—347 
Alleged Hair Grower Destroyed by F.D.A. for 
Misleading Claims—375 
— E. G., Plant Extractives for Flavors 
29 
Althausen, Dr. Darrell—137 
Aluminum chlorohydrate in liquid antiperspir- 
ants—335 
American Aromatics Inc. Organized by Rene 
Bourguet—213 
American Hairdresser Sold to Beauty Culture 
Pub. Co.,—211 
American Institute of Chemists elects 
cilors—59 
American Society of Perfumers Hears Jill 
Jessee—455 
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hears talk on aerosols—270 
Amino acids—333 
Among Our Friends—63, 133, 213, 298, 387, 
465 


Amor Skin Products Sales Co. Buys Amor- 
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Amtmann, George—133 

Analysis Unit, Fluorescence—361 
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293 

Annuaire Industriel offered—385 
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W. C. Winokur—279 
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Arrid rulings of the FTC—295 
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high—285 
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448 
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270 
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BIMS of Boston Announces Winners of Golf 
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1950—196 
Bowl, Shaving Soap ...-—23 
Breckenridge, Robert P.—-389 
British Government Threatens Ban on Price 
Arrangements—295 
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Fine Chemicals—461 
Retailers Alarmed at Possible Price Main- 
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Brockway Glass Co.’s Tenth Annual Sales Con- 
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Brown, Robert B., Elected T.G.A. Director 
270 
Bruce, Robert-—301, 389 
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Brushes, very small—191 
Buckley, E. S., honored by French Government 
459 
Bush, W. A., appointed Ungerer and Co. sales 
and advertising manager—59 
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Meet—377 
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Buying, Increased . . . Forecast—263 
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461 
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Calcium stearate minimum standard specifica- 
tion set by T. G. A.—59 
Caleulating Charts—273 
Cal. court Condemns Estrogen Cream Ship- 
ment-—448 
Cal. F. T. act ruling—291 
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379 
toiletries mfrs. hold annual meeting—133 
Candy Technologists Form Food Chemicals 
Committee—131 
hear James A. King—455 
Capital?, Do You Need More, by E. W. Fair 
261 
Capsules, Spice—278 
‘astile Shampoo—169 
Castor Oil, Alcohol, and Water Miscibility, A 
Phase Study of, by M. R. Lorand and E. P. 
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American—21 
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455 
regulations, soft drink, amended—280 
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Ceilings, Adjusting ... to Fair Trade Prices 
-211 
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-194 
Charts, Calculating—273 
Chemical Abstracts—199 
and Allied Industries Assn. of Mich. 
Christmas party—463 
Engineering Assns., European, Schedule 
Congresses— 385 








July-December 1951 


show set for New York Nov. 26-Dec. 1 
287 
‘hemical Specialties Mfrs. Assn. Elects New 
Officers—455 
Holds 38th Annual Meeting—470 
Plans Annual Meeting—270 
Chemicals in cosmetics studied by House com- 
mittee—371 
Chemistry Developments in Flavor . . ., by M 
B. Jacobs—363 
Chess. Inc., Opens New Washington, D. C., 
Shop—465 
Chez, Maurice R.—63, 299 
Chicago Concern Acquires Innis, Speiden & 
Co.—132 
shicago S.C.C. Hears M. G. deNavarre—385 
‘hill point—333 
shlorophyll—21, 350 
Shoice of Stearic Acid for Superfatting—36: 
Choosing a Floor for the Soap Plant-——-203 
Christian, J. E., and Lux, R. E., Effects of 
Certain Astringents—37 
Christmas Gifts, Favorite—350 
—Packaring and Promotions—18( 
C.1.B.S. Nominates Officers for Coming Year 
465 
Cincinnati Drug and Chemical Assn. Elects 
New Officers—209 
‘lark, Henry C., obituary—137 
‘lark, Mabel S.—347 
‘lark, Robert B.—299 
‘leaners, Waterless hand . . .—99 
‘leaning Machines, Drum . . .—27: 
‘leanser, dental—99 
—Protein—55 
Clove, How . Became Vanilla—348 
Coating, Stainless Steel—445 
Cocoanut Oil Liquid Soap, by Paul I. Smith 
457 
Cola, Maurice—299 
Cold Permanent Wave patent position ex- 
plained of Sales Affiliates—459 
Cold wave solutions—249 
Colgate Opens New Modern Cosmetic Plant 
339 
Collapsible Tubes—417 
Collections, Cosmetic Excise Tax . . 38, 182 
262, 343 
Cologne Stick—249, 335 
Color in Packaging—182 
Commerce Dept. to assist small manufacturers 





AAAS 


AAAAAA 


—385 
Compensation Plans—423 
Compounding, Real Economy in. . ., by G. J 


Hackforth-Jones—345 
Comprehensive Chemical Show in New York 
Nov. 26-Dec. 1—287 
Congressional Committee Studying Use of 
Chemicals in Cosmetics—371 
Containers, Labeling . . .—48 
—Coloring Glass . . .—191 
tape strap for— 
Controlled Materials Order Allocates Packaging 
Metal—55 
Controls, Inflation . . .—178 
Controls over New Ingredients in Cosmetics 
Suggested—377 
Conveyor curves, Wheel—360 
Copper plating—23 
Cosmetie Advertisers Spend 28% of Sales In- 
come for Advertising—289 
Chemists’ Technical Meeting set for Decem- 
ber 6—373 
Credit Assn. Elects New Officers for 1951- 
1952—379 
-Credit Men’s Summer Outing—209 
excise tax and beauty and barber shops 
371 
Excise Tax Collections—38, 104, 182, 262, 
343 
Firm up for Auction—298 
Plant, Colgate Opens New Modern 
339 
pricing regulation—371 
Selling, Personalized—347 
Market, The Small Town ..., by A. W. 
Gray—251 
Preferences Surveyed by Charm Magazine 
194 
Surface Active Agents, by F. D. Snell and 
I. Reich—171 
-Trade Practice Rules—429 
Cosmetics, drugs retail course—291 











, 


irradiated —333 
Recent Developments in, by M. G. de- 
Navarre—105 
Sell Foundations—347 
Cosmic Rays Used to Open Box of New Coty 
Meteor Perfume—289 
Cosmopolitan Features Tie-In Promotion with 
Drug Outlets—291 
Costs of distribution—264 
Coty Meteor perfume promotion—2s9 
Coty perfume contest sets participation record 
377 


Coupon fraud being stamped out by Better 


Business Bureau—297 

Cream, How to Make Good Shaving .. ., by 
C. Doubleday—253 

Creams, Use of avocado oil and papaya extract 


in. . .——-335 

Curme, Jr., Dr. G. O.—-63 

Daggett & Ramsdell, Inc. Names Canadian 
Sales Agency—213 

Damko, Andrew—215 

Danco, Gerard J.—299 

Danco, G. Peter—299 

Danish Hairdressers Suppliers Assn. Estab- 
lished—209 


D.P.A. Announces Suspension of Tin Stock- 
piling—455 
Dehumidier, New 360 


le Laire, Georges—348 
le Laire, Jean—-215 
Delaney Committee Hearings—417 
Demand Mild, Glycerin Active—391 
Demineralizer, Cartridge—48 
Demonstrators’ Restrictions, Campaign for 
Easing . . .—59 
leNavarre, M. G., addresses Chicago S.C.C. 
Meeting—385 
awarded S.C.C. medal for 1951 
eNavarre, M. G., Desiderata—21, 97, 167, 247, 
, 417 
Recent Developments in Cosmetics—105 
Dental cream—249 
Dentifrice, Non-Spattering—348 
Dentifrice Trend, Therapeutic . . .—349 
Dentifrices, Glycerine in Modern, by R A 
Stetson—33 
Denture cleanser—99 
Deodorant, uninflammable—249 





Deodorants, Odorless—263 
powdered—21 
Deodorizer, formaldehyde—99 


Department Store Beauty Shops Sales A pproxi- 





mate Last Year's—-207 

Depreciation—428 

Dermatoses, Enzyme— 21 

Desiderata, by M. G. deNavarre Zr, 97, 167, 
247, 333, 417 

Detergent Compositions, New Class of. 


A nnounced—55 
concentrate introduced by John Section & 


Co.—297 
Detergents and the sulfuric acid shortage—205 
Synthetic . . . Outlook, by L. H. Flett—281 


Determination of Moisture in Soap Products, 
Rapid . . .—369 
Developments in Cosmetics, Recent, by M. G. 
deNavarre—105 
in Flavor Chemistry, by M B. Jacobs—363 
in 1951, Flavor .. .. by M. B. Jacobs—447 
in the Flavor Field, by M. B. Jacobs—277 
Dial Deodorant Shampoo Tested—207 
Di Cyan, Erwin—389 
Dinwiddie, Frank R.—215 
Dior Perfumes Corp. Opens New Quarters 
213 
Direct Mail Pay-Off—346 
Dispersion mill—247 
Display, Point of Sale—260 
Dissolving benzocaine—419 
Distribution Costs—264 
Importance of—262 
in New York Market—273 
Dixon, Kenwood—387 
Dr. Yves-Rene Naves Lectures During Brazil- 
ian Tour—205 
Dodge & Olcott, Inc. Opens Two New Sales 
Offices—205 
Dolan, Patrick—63 
Dollar, The . . .—428 
Dollinger, Jack H. ¢ 
Domestic Sales of Non-Liquid Soaps and De- 
tergents up 15%—461 
Doubleday, C., How to Make Good Shaving 
Cream 53 
Dow Chemical Co. Reports Record Fiscal Year 
289 











Downes, Frank H.—389 
Do You Need More Capital? by Ernest W. Fair 
261 

Dresel, Hans F.—387 

1D.C.A.T. Elects C. M. Macauley chairman—270 

Drug, Toiletries Manufacturers 1950 Advertis- 
ing up 28%—57 

Drug Stores Gain as Cosmetic Outlets—291 

Drukker, L., How 15 Cities Select Toiletries 
29 

Dry cake rouge—249 

Dry Cleaning Soap, New . . .—369 

Drying of Soap, Points on the..., by P. L 
Smith—125 

Drying Unit, Packaged-——272 

Dun & Bradstreet study traces business suc- 
cesses, failures—-387 

Dyeing Comes Alive—110 

Economy in compounding—345 

Effects of Certain Astringents, by R. E. Lux 
and Christian, J. E.—37 

Eickmeyer, Henry H.—137 


Eisenkraft A. E oe 
Electric Oven, Portable—360 
Electron Microscrope, Small—445 
Employee relations—443 
Employees’ Aptitudes, Testing .. .—-2 
Employees, Information for—344 
in Soap Industry Have High Arthritis 
Rating—285 
Emulsions, Water-in-Oil, by P. Sherman-—111 
Ennis, Walter—215 
Enzyme Dermatoses—21 
Erath, William F.—215 
Essential Oils, Extending Flavor Life of 
by R. Krone—197 
Indian ... being standardized—295 
Estrogen cream shipment condemned by Cal. 
Court—448 
European Chemical Engineering Assns. Sched- 
ule Congresses—385 
Eversole, Dr. James F.—389 
Excise Tax Collections, Cosmetic—182, 262 
Excise Tax, Cosmetic ...and beauty and 
barber shops—371 
Extending Flavor Life by Oils by R. Krone 








197 
Fabric, Soiled . . . Test—445 
Factor, Davis—301 

James S.—389 


Sidney—389 
Factors Affecting Jasmin Odour, by G. J. 
Hackforth-Jones—25 
Fragrance Samplers—264 
Fair, Ernest W., Do You Need More Capital? 
261 
I + Trade Survival—424 
I trade bill acclaimed—381 
Fair Trade invoice clause tested—131 
Fair trade plan offered by McKesson & Robbins 
61 
Pricing—116 
Fairhurst, William S.—299 
Family Cirele’s book offers advice on cosmetics 
use—383 
Farkas, Dr. Alexander, writes book on _ per- 
fume—298 
Farm Cosmetic Market, by A. W. Gray 101 
KF Spoilage—97 
Fatty Acids, Soap from Synthetic ..., by P 
I. Smith-—53 
Favorite Christmas Gifts—350 
F.D.A. considers sherbert flavorings 
destroys hair product shipment—375 
Elaborates Hydrolyzed Plant Use Rules 
295 
Federal Trade Commission Act amendment bill 
introduced—375 
F.T.C. Arrid order prohibitions—-295 
Bans Alkaline Color Shampoo Claims—126 
Bars Mislanding Hair Pomade Claims 














Claims Wildroot Co-op Ad Plan Is Unlaw- 
ful—3s81 
May Issue Suggested Cease and Desist 
Order—213 
stipulated Million Dollar Grape—448 
Fels & Co. Test Markets New Liquid Deter- 
gent—295 
Felton, Robert E.—137 
Fete des Parfums—461 
Fiber drum package—444 
Filters—48 
Finish for Soap Cakes—203 
Fire Strikes Blum Soap Co. Factory—213 
Firm and Steady Prices Likely—219 
Firm Consolidates Delivery and Merchandise 
Promotion—213 
Firm Grants Ineffectiveness of its Bust Cream 
297 
Firmenich & Cie Purchases Allondon—459 
First Machinery Corp. Sponsors $1500 Used 
Equipment Contest—469 
Fitch, Frederick W.—301 
Flamhaft, Dr. Harry—470 
Flat Sprxy Nozzles, New . . .—-47 
Flavor Chemistry, Developments in, by M. B. 
Jacobs—363 
Flavor, Cosmetic Mfrs. Invited to Food Chem- 
icals Conference—448 
Flavor Developments in 1951, by M. B. Jacobs 
447 
Extract Mfrs. Assn. Issues Convention Pro- 
ceedings—196 
Field, Developments in, by M. B. Jacobs 
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Industry, News of the—280, 365 

Life of Oils, Extending ..., by R. Krone 
197 

Needs of the Armed Forces, by W. C 
Winokur—279 





olive . . .—333 
Tablets, How to Make. ., by M. B Jacobs 
49 


Flavored Notes—196, 365 
Flavoring Extract Mfrs’ Assn. Group Plans 
Vanilla Research—270 
Flavoring Ingredients—280, 365 
of Sherberts Considered by F.D.A.— 38 
procedures for tobacco, by Frederick 1. 
Triest—449 
Flavors—49, 129, 195, 277, 363, 447 
Flavors, Plant Extractives for ..., by E. G. 
Allison—129 
Flett, Lawrence H., Synthetic Detergents Out- 
look—281 
Fleuroma Inc. Moves to New and Larger 
Quarters—211 
Floor, Choosing a for the soap plant —203 
Food Chemicals Committee formed—131 
Food Chemicals Conference—448 
F-D-C Editor to Speak at DCAT Meeting—207 
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Formaldehyde deodorizer—99 
Formula, Perfume Sachet—249 
Forsman, P. L., Wins Martin F. Schultes Me- 
morial Trophy—211 
Foundation-cosmetics tie-in—347 
Fourman, Dr. Victor G.—213 
Frascati, R. A., How to Produce Good Top 
Notes—29 
French Government Honors—-E. S. Buckley 
45¢ 
French industrial directory offered to U. S. 
firms—385 
Friedman, Dr. Eugene—387 
Fritzsche 25 Year Club Gains Four New Mem- 
bers— 
Fuller, George H.—389 
Gabrielsen, John E., appointed general man- 
ager of Avon private brand operations—459 
Gift sets, cosmetic manufacturers in- 
formed of price regulations—287 
Gifts, Favorite Christmas—350 
Gilruth, James A.—387 
Gilvaudan-Delawanna Reception attended by 
over 300 463 
Glass Containers, Coloring of—191 
Glycerin in temporary wrinkle remover 335 
Glycerine in Modern Dentifrices, by R. A 
Stetson—33 
Godefroy, A. F.—299 
Good Top Notes, How to Produce ... by R. A 
Frascati—29 
Grape product stipulated—448 
Grasse, France, and the May Rose—43 
Gray, Albert Woodruff, The Farm Cosmetic 
Market—101 
Labor and Middle Class Market—419 
The Small Town Cosmetic Mar'.-t—251 
Grocery stores’ handling of non-food products 
surveys—373 
Ground Bark Separation—23 
Guindon, William—215 
Gum Tragacanth from Iran, by L. A. Barber 
133 
Guth, Earl P., and Loran, Muriel R., Phase 
Study of Castor Oil, Aleohol, and Water 
Miscibility—337 
Haberstick, Carl F.—-298 
Habit, New Consumer-—344 
Hackforth-Jones, G. J., Factors affecting 
Jasmin Odour—25 
Quality of Otto of Rose—257 
Real Economy in Compounding 345 
Haggerson, F. H.—63 
Hair dressing formulation—23 
pomade claims barred as misleading by 
F.T.C. 387 
product shipment destroyed by F.D.A 













Products for the Negro—169 
rinse ingredients—419 
Waving Lotion—167 
Hall, Leslie Lionel—298 
Hand, Darwin C.—389 
Hand cleaners, waterless—99 
—Cream Formula—169 
-Pump Errors—167 
Harris, Michael—299 
Hartley, Kenneth W.—387 
Heat resistant paint—333 
Heinle, P. J.—389, 465 
Help Your Advertising Agency, by Jill Jessee 
177 
Herold, Henry—215 
Hexylene Blycol in Pre-Spotting Soaps—%69 
Heyden Chemical Corp. Reports Top Sales-—2‘ 
Methanol Plant—461 
Heyden Chemical Co. Reports Top Sales—297 
High Finishes for Soap Cakes—203 
Higher Powered Trucks—444 
Hints for Improving Production—47, 187, 27 
359, 443 
Hirsch, Benjamin 
History of Tintair 
of vanilla—348 
Hoffman, Henri, in U. S.—287 
Hollywood Guild Initiates Product Endorsing 
Policy—213 
Home Companion features perfume quiz contest 











B85 
Honor Awards, Better Business Bureaus Attack 
Misleading . . .—131 
Horizontal drums, Refilling . . .—47 


Hot Plate, Laboratory—361 

Houbigant Sales Corp. holds convention— 133 

House Fair Trade Bill Wouli Amend Federal 
Trade Commission Act—375 

Household Odors, Controlling . . .—-179 

Houston, E. L., obituary 37 

How Clove Became Vanilla—348 

How 15 Cities Select Toiletries, by Leendert 
Drukker—32 

How Tobacco is Flavored, by Frederick J 
Friest-—449 

How to Make Flavor Tablets, by M. B. Jacobs 
—49 

How to Make Good Shaving Cream, by C. 
Doubleday—253 

How to Produce Good Top Notes, by R. A 
Frascati—29 

How to Sell to The Armed Forces——256 

Hudnut Sales Co.—Emphasizes Men’s Line at 
Sales Meeting—207 

Humidifier, New Industrial —444 

Humidity Indicator, Novel . . .—191 

Hutchens, John A.—215 

Hutton, Steele C.—465 

Illumination recommendations—271 

Improving Production, Hints for 
271, 359, 443 
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Increase in Department Store 
Reported—211 
Indian Essential Oils Being Standardized—295 
Industrial Alcohol Tax Lowered—471 
Humidier, New—444 
Oil and Fat Products, by A. E. Bailey, 
book reviewed—194 
Inflation Controls—178 
Information for Employees—344 
Inge, Rease—137 
Ingredients, Flavoring—365 
Innis, Speiden & Co. acquired by Chicago con- 
cern—132 
Insect Control—273 
International Beauty Show in New York March 
10-13, 1952—287 
Riechstoff-Kodex, by Arno Muller 16 
Trade Fair in Chicago March 22-April 6 
463 
Inventory speculation—47 
Invoice price to be used by Mennen Co. to 
maintain prices—291 
Iodine is sun-tan oil 
Iran, Gum Tragacanth from, by I A. Barker 
433 
Iranian Oil Loss May Reduce Synthetic Deter- 
gent Production—465 
Irradiated cosmetics—333 
Isherwood, Dr. Percy, Honored at W. J. Bush 
Centenary Luncheon—373 
Jacobs, Morris B., Developments in Flavor 
Chemistry 363 


Stock Value 





2onr 
335 


563 
Developments in the Flavor Field 4 
Flavor Developments in 1951 147 
How to Make Flavor Tablets—-49 
Vanilla: Varieties and Grades--195 

aeger, John G.—215 

anistyn, H., Riechstoffe, Seifen Kosmetika 

book reviewed—46 

Jasmin, New Synthetic—191 

Jasmin Odour, Factors Affecting . by G 

J. Hackforth-Jones—25 

Jean Roure, Pierre Ziller & Cie Formed—-205 

Jessee, Jill, Addresses American Society of 
Perfumers-——455 
Help Your Advertising Agency—177 

Jewel, Dr. Paul—387 

Justice Department to Call for Bids on Seized 

Cosmetic Firm—298 

Karaya preservatives 

Kay-Fries Chemicals, Inc. reconstructs dam- 
aged plant-—59 

King, James A.—63 

King, James A., addresses candy technologist 
meeting 455 

Kirk, Lucile—387 

Kissel, William—387 





Kramer, Dr. Sylvia, Speaks on Lipstick Sensi 
tivity for Chicago S.C.C. I83 

Krone, R., Extending Flavor Life of Oils 
197 


wzbeling containers 48 
abor and Middle Clasfis Market, by Alb« 
Woodruff Gray—421 








Larison, Ruth Hooper—470 
Lather Shaving Soap—23 
Layout, Machine ..., and producti 0 
Legion Magazine Surveys Men's Toiletries 
Preferences—-293 
Lehigh Chemical Co. Expands Distribution of 
Andersol —285 
Lelong, Lucien, presents perfume to Mme. V 
Auriol 
Lever’s Bros. Los Angeles plant opened 
Opens new §25,000,000 California plant 
55 


Lift device—191 
Lighting recommendations—271 





Liners, pre-formed-—188 
Lipscomb, Chas. T.—63 
Lipstick, Tetrahydrofurfuryl esters ir 
Liquid Antiperspirant 335 
Soap, Cocoanut Oil ..., by Paul |. Smith 
457 
liquids, Pouring . . i8 
Literature, Processing 188, 360 
Trade .. 273, 361, 445 


oader, Automatic Pallet—187 

Loran, Muriel R. and Smith, Earl P Phase 
Study of Castor Oil, Aleohol and Water 
Miscibility ; 

Lotion, After-shaving—419 

Lucky Breaks in Selling—176 

Lux, R. E., and Christian, J. E., Effects of 

Certain Astringents—37 





izier Cosmetic Co. Texas representatives meet 
461 
Macauley, C. M., Elected D.C.A.T. Chairman 
270 
Machine layout and production 159 
Machines, Drum Cleaning . .—272 
MacKenzie, Robert L.—215 
Make-Up Pigments—169 
Manheimer, Jacob—301 
Mann Fine Chemicals, Inc. Organize Sub 
sidiary 875 
Mfe. Agents National Assn. Install New 
President S85 
Market, Farm Cosmetic, by A. W. Gray—-101 
Market, Labor and Middle Class . . ., by A. W 
Gray—419 
Prices in the New York—69, 141, 221, 305, 
393, 473 
Report—67, 139, 219, 303, 391, 471 
Research, Need for-——104 
The Small Town Cosmetic .., by A. W 
Gray—251 


Marquis, Victor H.—215, 301 
Marschner, Edward L.—215 
Martinat, Dr. Jean—299 
Materials and supplies, purchase of—187 
Mathieu, Charles, obituary—137 
Maubert, Jean—465 
May Rose, Grasse, France, and the. . 13 
McCauliff, Dr. Eugene 37 
McClure, H. B.—299 
McDough, Everett B.—299 
McGinley, R. J.—215 
McKesson & Robbins, Inc. offers fair trade 
plan—61 
and Johnson & Johnson Test Invoice FT 
Clause—131 
Schedules Druggist Gift Promotion-——297 
MeMillan, G. S.—63 
McQueen, William M.—465 
Mennen Co. to Use Invoice Clause to Maintain 
Prices—291 
Men’s toiletries preferences surveyed by Legion 
Magazine—293 
Merchandising Check-Up—176 
Merril, Frank H., obituary 389 
Merritt, Dr. R. W.—215 
Metal, Packing . . . allocated—55 
Michaels, A. H.—387 
Mid-Atlantic Pharmaceutical News-Review 
Launched—207 
Middle and labor class market—419 
Mier, Jack B.—299 
Mill, dispersion—247 
Million Dollar Grape Stipulated—448 
Mineral Oil and Molds—167 
Thinner—169 
Misbranding of Product for Skin Blemishes 
Condemned—371 
Miscibility of water—33 
Misleading Brilliantine Color, Odor Labels 
Lead to Fine—377 
Miwa, Yoshio—301 
Mock, Hugo, honored—383 
Moisture in Soap Products, Rapid Determin: 
tion of . .—369 
Molds and Mineral Oil—167 
Moving Powder Materials—47 
Mudge, Shaw—465 
Muehlens, Inc., Ferd., acquired by John Roose- 
velt and Raymond Lee—381 
Mullen, Albert E., of Avon Products, Inc. die 
Muller, Arno, International Riechstoff-Kodex 
book reviewed—46 
Murdock, Frank A 389 
Murphy, James W.—-215 
Mushroom, Essence of ..., and its Prepara 
tion—52 
Nail polish containing nylon tested—291 
Nate, Jean—-215 
N.B.B.M.A. Announces Officers and Directo 
for 1951-1952—270 





sets Chicago convention—-59 
National Beauty Salon Week Scheduled 
National Beauty Trade Show 375 


N. P. A. Enforcing Staff—194 
Expects Greater Supply of Polyethylene 
205 
New York office change 


reduces tin can use—131 





location—463 





Removes Glycerin and Alcohol from Scarce 
Items List—470 

reports on packaging materials—293 
Reports Steel, Plastics, Chemicals Scarci- 
ties 





restricts steel drum use—131 
Says Sulfuric Acid Shortage Hits Deter 


gents—-205 
Small Business Office Issues Plant Pointe: 
293 


Naves, Dr. Yves-Rene—465 
Negro Hair Products—169 
Neumann-Buslee & Wolfe, Inc. changes addr« 
132, 207 
Neushaefer, Helen—389 
Plans Production in Latin-America 09 
Neutralization Step Eliminated in New Toni 
Wave Kit—209 
New Additives for Soap, by Paul I. Smith 
hi 
dehumidifier—360 
Dry Cleaning Soap—369 
Packaging and Promotions—44, 123, 192 
274, 356, 440 
Perfume Additive—445 


Perfume Supplies Concern Formed 75 
Products and Developments—191, 273, 
145 


New Orleans Fete des Parfums—461 
perfume promotion—287 
New York City College Starts Drugs, Cosmetics 
Retail Course—291 
Market Distribution—27? 
NYU aromatics course features guest speakers 
383 








N.Y.U. perfume blending and flavor evaluation 
course—211 
News, Association—270 
News of the Flavor Industry—280, 365 
of the Soap Industry—285 
Legislative and Court—371 
Obituaries 37, 301, 389, 470 
Odorless Deodorants—263 
Odors and tastes, Theory of—124 
O.P.S. Amends the Soft Drink Ceiling Price 
Regulations—280 
Cosmetie Christmas Gift Pricing Regula- 
tions—205 














Drafting Ceiling Rules for Private Mfrs. 
470 
Plans Soap, Cleanser Price Ceiling Reduc- 
tions—463 
States Terms for Adjusting Ceilings to 
Fair Trade Prices—211 
Oils Industry Members Advise Castor Oi! Order 
Extension—57 
Olfaction, Theory of—97 
Olive Flavor—333 
One-Pint Kneader—2 
One Year Wonder of Cosmetics, The 58 
Opinion Research—348 
Optical brighteners—61 
Organoleptic Tests—51 
Oser, Mona—301 
Otto of Rose, The Quality of, by G. J 
Hackforth-Jones 257 
Package Imprinting, Aut 
Packaged Drying Unit 
Packages for Groceries 
Women Prefer—199 














Packaging, Color in 182 
and Promotions, Christmas 
and Promotions, New ; 44, 12 192, 


274, 356, 440 
Exposition set for Atlantic City 1R( 
Machinery Mfrs. Institute to Meet M h 
30, 31 469 
materials N.P.A. report—293 
Packing Metal, Controlled Materials Order 
Allocates . 55 
Pacquin, Inc. Acquires Plant in Glen Rock, 


N. J.—205 





Paint, heat resistant—333 

Pallet Loader, Automatic—187 

Pantalecni, Raoul, The Perfuming of Aerosols 
4 

Papaya cream—23 
extract in creams 35 

Paper, New Box Covering 191 


Parke, Davis & Co. Grants Wayne University 
$30,000 


Parkinson, George R 01 
Parsil, Miss Rita—215 
Parsons, Dr. L. B. 87 


Patent suits—97 
Patents—55 
offered by Swift & Co. for Licensing—295 
Pegushin, Basil—63 
Pempsell, Edw. J.—63 
Penn. Bottling Industry Starts $2,500,000 cam- 
paign—131 
Pennsylvania Salt Mfg. Co. Announces New 
Dry Cleaning Soap 69 
Perfume Additive, New—445 
Bases Makers Ask O.P.S for Tailored 
Pricing 
non-sensitizing—99 
sachet formula-—249 
What Constitutes a Fine 28 
Perfuming of Aerosols, The by Raoul 
Pantaleoni—425 
Permanent Wave Cream—23 
Permanent wave patent positior of Sales 
Affiliates explained——459 
Petroleum solvent—419 
Pharma-Craft Corp. Launches Chlorophy!! Mint 
Campaign—280 
Phase Study of Castor Oil, Alcohol 
Miscibility, by M. R. Loran and 
337 
Philadelphia College of Pharmacy Grants 214 
degrees—63 
Philadelphia Cosmetic Assn. has 10th Anni- 
versary Show—289 
Phony Awards—264 
Pigment Precipitation—41 
Pigments—169 
Piping, plastic—444 
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Plant, Choosing a Floor for the Soap 203 
Colgate Opens New Modern Cosmetic 
339 
Extractives for Flavors, by E. G. Allison 
129 


illumination recommendations— 271 
pointers issued by N.P.A. Office of Small 
Business—293 
Plastic Piping—444 
Plating, Copper—23 
Pletcher, Harold E. 387 
Plum, Frank R.—215 
Point of Sale Display—260 
Points on the Drying of Soap, by P. I. Smith 
125 
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élan to Lavender 


LAVAMENTHE is a new aromatic chem- 
ical that promises to become an im- 
basic material 


portant in perfume 


formulations. 

Providing a fresh, minty note it sus- 
tains and intensifies the top notes of 
lavender at concentrations as low as 
2%. Up to 20% of LAVAMENTHE can 
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DIVISION OF THE DOW CHEMICAL COMPANY ° 


DOW CHEMICAL OF CANADA, LIMITED, 


EXCLUSIVE SALES REPRESENTATIVE FOR SYNAROME 


be used in Oil of Lavendin to extend 
its odor and make it more soluble. 
When used in spice bouquets at con- 
centrations of 2 to 10%, LAVAMENTHE 
accentuates the spiciness and adds a 


mark of quality. 


LAVAMENTHE EXTRA is especially pro- 


duced for fine perfumes and colognes 


629 GROVE STREET 


TORONTO, 


CANADA 


—— 


where it will freshen and brighten the 
5 to 10% is added 


to the oil formulae. 


complete odor if 


To the modern perfumer LAVAMENTHE 
and LAVAMENTHE EXTRA will be invalu- 
able. Both are reasonably priced. Write 


for experimental samples on company 


letterhead. Address Dept. AR11. 
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